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There is a better way to distribute 
= - 
your business film. Use the services of Movern. 
Equipment, methods and people are all film-professional. Audi- 
ence knowledge and promotion know-how combine to make 
your business film program successful 
through television, theatre or 16mm audi- 
ences. For MopERN recommendations (with- 


out obligation) call or write nearest office. 


Modern ‘Talking Picture Service, Inc. 


SALES OFFICES 3 East 54th Street, New York 22 / Prudential Plaza, Chicago 1 


210 Grant Street, Pittsburgh 19 / 612 S. Flower Street, Los Angeles 17 / 19818 Mack Avenue, Detroit 36 





Experience... 


COUNTS. 


While many producers make a good film, very 
few are ready to carry through an overall 
program which covers every phase of orienta- 
tion, product announcement, sales promotion, 
sales and service training, public relations, and 
general merchandising. 

Wilding has been the recognized leader for the 
past 20 years in the production of continuous 
programs based on .. . 


RESEARCH 
ANALYSIS 
PLANNING 
PRODUCTION 
FOLLOW-UP 


Have these programs been successful? 


These are just 3 of many Wilding planned and 
produced continuous programs. Over the years 
we have worked with many varied businesses 
and industries on small, medium, and large 
programs, and these years of experience are 
yours whatever your needs may be. 

For more information about Wilding produced 
programs and their results, write or phone you: 
nearest Wilding office. 


WILDING 


Experience is yours where it counts! 


CHICAGO: BRoadway 5-1200 MOLLYWOOD: HO 9-5338 
DETROIT: TUxedo 2-3740 NEW YORK: PLaza 9-0854 
Webster 3-2427 ——prrTssunaH: GRant 1-6240 
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Programs for two other 


Case History 


month and the 
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AUTOMOTIVE SELLING & MERCHANDISING | 








To develop better sales representation and combat high turn- 
over rate among 30,000 retail salesmen. 


Vast research was conducted over a 
year to find out what successful deal- 
ers were doing and what unsuccessful 
dealers needed. These findings were 
broken down into immediate needs 
and long-range plans. Management 
seminars were developed and con- 
ducted cross-country. Every appro- 


priate medium employed to spring- 
board and encourage active discus- 
sion—original taped interviews, 
recorded shopping tours, wide-screen 
slidefilms, filmed panel discussions 
among successful sales managers, 
live panel discussions, skits, charts, 
and reminder pieces. 


the 
SULT ...« Profit-building results were apparent on 
= noc return to individual dealerships. This program 


CLEVELAND: TOwer 1-6440 CINCINNATI: GArfield 1-0477 
TWIN CITIES: Midway 6-1055 SAM FRANCISCO: DOuglas 2-7789 
AKRON: STadium 4-5514 


has developed into additional seminars and advanced selling 
institutes for the entire dealer sales force. 








SELLS YOUR 
STORY 
6 WAYS 








. “snap in” 
“snap out’ 





yet Your 
ailMAN 


CONTINUOUS 
COUSINO 
ECHO-MATIC 
TAPE 


Picture on 

Solorbrite 

Screen was not 

retouched or 

stripped in. 
TRI6SS (illustrated) $396 LIST 
1655-C (withowt sound) $225 LIST 
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By - ON Pictur-Vision introduces 
(Aw Ri} mS) kd continuous high-fidelity 
sound, synchronized with 
round-the-clock slide projection. The versa- 
tility of this new unit is astonishing . . . check 

these 6 ways Pictur-Vision can be used: 
1—Snap on the sealed Cousino Tape Repeater for 
a continuous, day-in, day-out commentary. This 
is synchronized with 16 radiant slides changing 

at 9 second intervals. 


2—An impulse on the tape automatically changes 
slides at any interval desired. 


3—Remote push-button control changes the slides 
to keep pace with your commentary. Microphone 
hook-up amplifies voice to any volume with no 
distortion or hum. Ideal for sales training courses. 


4—Telephone hook-up relays your message through 
up to 20 phone sets. Slides and message syn- 
chronized, operates continuously. 


s—High-fidelity musical background repeats every 
20 minutes while 16 slides automatically change 
every 9 seconds. 


6—As a straight projection cabinet, with 16-inch 
Solorbrite screen 


500-HOUR WORRY-FREE PROJECTION LAMP 
Even in full daylight, the 750-watt lamp projects a full, radiant 
image on the large 16-inch screen. Magnetic 6 x 9-inch 
speaker gives clean, hi-fidelity tone at any volume from a whisper 
to top convention-hall sound. Bleached-mahogany finish cabinet 
of solid plastic Fiberesin will not scratch, burn or water-mark. 


PiCiwe & wsioir 


PICTURE RECORDING COMPANY 
Oconomowoc, Wisconsin 


RIGHT off the NEWSREEL 


Klaeger Film Productions Acquired by Transfilm-Caravel, Inc. 


§ iyeoeviog-teagpeatare INCORPO- 
RATED has acquired Klaeger 
Film Productions, Inc., it was an- 
nounced in December by William 
Miesegaes, president of the New 
York company. 

Robert H. Klaeger, former 
president of his own firm, was 
named president of Transfilm- 
Caravel’s newly formed Film Pro- 
duction Division and a_ senior 
vice-president of the company. 
These moves follow the purchase 
of the Klaeger firm by The Buck- 
eye Corporation, parent com- 
pany of Transfilm-Caravel. 

Film production personnel and 
facilities of the two organizations, 
under Mr. Klaeger, will be con- 
solidated at Transfilm-Caravel’s 
studios located at 20 West End 


tne 


Robert Klaeger, president of 
T/C Film Production Division 
Avenue in New York City. Ex- 
ecutive offices and other divisions 
of the company will remain at 35 
West 45th Street, New York City, 
until February, 1961, when they 
will be moved to larger quarters 
at 445 Park Avenue where the 
firm has leased one and a half 
floors, 13,000 square feet of 

space. 

The increased volume of pro- 
duction resulting from the merger 
will negate any major changes in 
the company’s creative and tech- 
nical personnel, according to 
Miesegaes. The company is now 
forming a Training Program Di- 
vision to handle all such assign- 
ments heretofore spread among 
the other divisions. 

Transfilm-Wylde Animation, an 
affiliate of the company, will con- 
tinue to operate at the firm’s stu- 
dios under Klaeger’s Film Pro- 
duction Division. Also under 
Klaeger’s immediate jurisdiction 
is Government Services, a pro- 
duction unit headed by Andrew 
L. Gold, vice-president. 

Klaeger is not entirely new to 


President William Miesegaes (1) 
and Robert Klaeger study terms 
of recent merger agreement. 

the Transfilm-Caravel operation. 
Before starting his own company 
in 1957, he was vice-president of 
Transfilm and head of film pro- 
duction for more than ten years. 
Two years after he left the firm, 
Buckeye Corp. purchased Trans- 
film, then Caravel Films, to form 
the present company. Buckeye 
also. owns Flamingo Telefilm 
Sales and Pyramid Productions. 


ae a % 


Modern’s Capital Office Serves 
Company’s Southern Division 
Modern Talking Picture Serv- 
ice, Inc., nationwide film distribu- 
tors, opened a southern sales di- 
vision office in Washington on 
January 3, 1961, it was announced 
by Frank H. Arlinghaus, president. 
The new area headquarters at 
1710 H Street N.W., Washington 
6, D. C., will provide service to 


Jack Lalley—to Washington, D. C. 


commercial and industrial firms 
and to federal agencies with film 
programs intended for school, 
club, employee and_ television 
audiences. Modern’s film library 
at 927 Nineteenth Street, N.W., 
will continue to serve film audi- 
ences in the area. 

John B. Lalley, vice president 
of Modern’s southern sales divi- 
sion, heads the new office. Before 
joining Modern in 1952, Lalley 
was active in film production and 
public relations. hy 
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/f so, our creative 

and production staff can 
contribute unique and 
valuable services to 
insure the most effective 
method of communicating 
ideas to audiences 


through better motion pictures. 


JOHN SUTHERLAND PRODUCTIONS, INC. 


LOS ANGELES NEW YORK 
201 North Occidental Boulevard 408 West 34th Street 


Los Angeles 26, California DUnkirk 8-5121 New York 1, New York OXford 5-7450 


NUMBER 8 ¢ VOLUME 21 3 





symbolic of 
creativity 
integrity 
craftsmanship 


the new 
Fred Niles 


Communication 
Center 


Chicago's first-ranking 
film producer 

Chrysler film named 
‘Year's Best Industrial” 


Emmy awards winners 


Winner of five top prizes 
it American TV 
Commercials Festival 
Cited by Chicago & 
Cleveland advertising & 
Art Directors’ Clubs for 
TV commercials 


Please write for a new 
descriptive hgochure. 
Serving your every 
audio-visual need 


Fred A. Niles 
Productions, Inc. 
1058 W. Washington, 
Boulevard * Chicago 7 
Tamalelinanaelele ie 
5539 Sunset Boulevard 
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JO;GFO;OS SOOO 


Everything you need to 
complete your film—from 
Studio to laboratory services 
is here in one, convenient 


location... 


studio services: 
Editorial 

Creative Editing 
Dialogue Cutting 

Music Cutting 
Conforming 

Preparation of A&B Rolls 
Hot Splicing 

Syncing 

Cutting Room Rental 


Art and Animation 
Storyboards 

Graphic Art 

Cartoons 

Hand-lettered Titles 
Hot Press Titles 


Title and Animation 
Photography 


Music 

Optical Film, 35mm 

Magnetic Film, 35, 17144 & 
16mm, 14-inch Tape 

Disc, 3314 & 78 

Sound Effects 


Sound Recording 

Location Recording 

Narration 

Music Recording 

Post-dubbing 

Re-recording 

Mixing 

Transfer 

Interlocks 

Facilities Include Optical and 
Magnetic 35, 1714 & 16mm, 
14-inch Sync Tape 


Screening 
16mm Projection 


35mm Projection 
Interlocks 


laboratory services: 


Developing Processes 

COLOR: 

Negative EK 16mm 

Positive EK 16mm 

Ektachrome 16mm* 

Kodachrome 16mm* 

Ansco 16mm* 

*Processed by film manufacturers’ 
local plant 


BLACK AND WHITE: 
Spray Picture Negative, 
16 & 35 mm 
Spray Sound Negative, 
16 & 35mm 
Newsreel Negative, 16mm 
Spray Picture Positive, 
16 & 35mm 
Immersion Positive, 16mm 
Reversal, 16mm 


Printing 
COLOR: 
Kodachrome, 16mm 
Ansco, 16mm 
EK Internegative, 16mm 
EK Positive, 16mm 
Reduction, 16mm 
Blow-ups, 35mm 
Optical, 16mm 
orkprint, 16mm 
Masters, 16mm 
Answer Prints, 16mm 
Release Prints, 16mm 


BLACK AND WHITE: 
Dupe Negative, 16 & 35mm 
Master Positive, 16 & 35mm 
Reversal, 16mm 
Reduction, 16mm 
Blow-ups, 35mm 

Optical, 16mm 

Track Prints, 16 & 35mm 
Work Prints, 16 & 35mm 
Answer Prints, 16 & 35mm 
Release Prints, 16 & 35mm 
TV Spots, 16 & 35mm 


Miscellaneous 
Edgenumbering 
Print Cleaning 
Peerless Treatment 
os Striping 
Reels 


Cans 
Shipping Cases 


Write, phone or wire for information and quotations on any and all producer services 


DyFrOn ‘motion pictures 


1226 Wisconsin Ave., N.W., Washington 7, D.C., FEderal 3-4000 / 1220 East Colonial Dr., Orlando, Florida, CHerry 1-4161 
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COMPCO 


professional quality reels and cans 
are preferred by... 


the customers 


ee 


GEO.W. COLBURN 
LABORATORY, inc 


Only Compco offers “a new dimension in 
quality” recognized and accepted by leaders 
in the movie making industry. Compco’s su- 
periority is attributed to a new, major 
advance in film reel constructiou—result - 
ing in truly professional reels that run 
truer, smoother, providing lifetime protec 
tion to valuable film. Compeco reels and 
cans are finished in a scratch-resistant 
baked-on enamel, and are available in all 
16 mm. sizes—400 ft. thru 2300 ft. For details 
and prices write to 


COMPCO corporation 


1800 N. Spaulding Ave.. Chicago 47, iW 





THE BUYERS Look to BUSINESS SCREEN 


Call 


amera lve 


THE EDITORIAL VIEWPOINT 


19GIi: a Time of Great Opportunity 
for New Thinking and Better Films 


HE SOBERING SIXTIES bring us to the 

threshold of the second year in this chal- 

lenging decade. Strong winds, common 
to both Nature and to the laws of economics, 
have taken down soft, rotted timber in the 
field of film production, as in other lines of 
business. Those who remain are stronger, 
deeper-rooted, prudent in their affairs. 

But prudent men must also possess vision 
and imaginative fire to awaken those who need 
the powerful media of motion pictures, slide- 
films and related audio-visual tools. Business, 
trade groups and governments must bring un- 
derstanding to millions as never before. La- 
bor-management relations, training and re- 
training for jet-paced technologies, public in- 
terpretation of governmental actions, prob- 
lems of minorities, world trade and emerging 
independent nations . . . the list of opportuni- 
ties for the film medium is endless! 

The practical internal use of films as simple 
tools within the plant is a one-by-one oppor- 
tunity; but exploding populations, mass and 
special problems, and worldwide communi- 


cations demand hundreds of new pictures 
worthy of thousands of prints per title! 

15,000 theatres in the U. S. alone offer 
their screens for genuinely-interesting short 
subjects; more than a_ half-million 16mm 
sound projectors in the schools, churches, ur- 
ban and rural halls give access to adult and 
youth groups who are the decision-makers. 
Television penetrates the vast majority of 
households and viewers include the discrimi- 
nating as well as the over-tolerant. 

So, look to tomorrow with a pair of fresh 
eyes! Sponsors have the vision to guard 
your future with genuine -concern for the 
limitless possibilities of films which will truly 
serve millions who await them! Producers .. . 
abandon the trite, tired formulas of the past 
and dare to open up your lenses to scenes that 
reach into minds and hearts! 

a + RE 
The Kinds of Pictures and Ideas 
This World of Change Urgently Needs 

Speaking of pictures: the need of better un- 
derstanding of the world’s peoples is being an- 
swered by some good new films. The Credit 
Union National Association has a new docu- 
mentary produced (by Fenton McHugh Pro- 
ductions) in the British Crown Colony of 
Fiji. The People of Kolevu shows how the 
credit union idea, the ideas which America 
should be exporting to Africa, India and else- 
where, has brought financial salvation to these 
simple islanders. The impact of credit unions 
in Fiji has been heart-warming. New 
(CONTINUED ON PAGE 
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Willard Pictures 
for a new perspective 
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WHEN... and now... 
he lights came from CHARLES ROSS! 


Now, in 1961, producers get the same depend- 
able service from Charles Ross on lights, grip 
equipment, generator trucks and props, too. It 
pays you to call on Charles Ross and take advan- 
tage of its 40 years of quality and reliability. Here 
you get complete flexibility for everything on the 


set . . . choose from one of the largest inven- 
a tories in the East. 


a F ay GENERATOR TRUCKS 

~~ 1800, 1600, 1000, 300, 
of 200 Amp. D.C., 100, INC 
50, 30, 20 Amp. A.C. 7% 


RENTALS sales sce Lighting the Motion Picture Industry Since 1921 


eee i 0. ob senteh beled 333 West 52nd Street, New York City, Circle 6-5470 
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Martin Film on “Dyna-Sear” 
for Worldwide AF Showing 


For 50 years, The Martin 
Company has been a leader in 
America’s aircraft industry. On 
December 20, 1960, as a result of 
their complete transition into mis- 
siles and spacecraft, Martin de- 
livered to the Navy the last air- 
plane the company will build. Ap- 
propriately and _ simultaneously, 
they announced plans to sponsor 
an Air Force film on the “Dyna- 
Soar,” one of the most radical new 
glider type vessels on our space 
drawing boards. 

The Dyna-Soar story (to be 
produced by Washington’s Nor- 
wood Studios) will be integrated 
into the Air Force Commander's 
Call program of internal informa- 
tion and will also be distributed 
throughout the world through Air 
Force channels. 

* * a 
Sperry, Hammond Pictures to 
Join Air Force Film Library 

The Sperry ¢iyroscope Com- 
pany, a division of Sperry-Rand 
Corp., announces that it will pro- 
duce a film for the Air Force 
Sponsored Film series on astro- 
nautics, which already includes 
such successful pictures as Down 
to Earth, Out of This World, and 
others. Sperry’s picture will cover 
the story of space navigation in 
this group of aerospace films. 

The Hammond Organ Co., Chi- 
cago, is producing The World Is 
Our Parish for the AF Sponsored 
Film program. The objective of 
this television-length film is to 
show civilian parents of youths in 
the military that the services pro- 
vide equal, if not better, oppor- 
tunities for religious education in 
all denominations and faiths for 
their young men. Dallas Jones Pro- 
ductions, also of Chicago, is pro- 
ducing this film for showings 
through the Chaplain’s Service of 
the Air Force all around the globe. 

In other Air Force news, North 
American Aviation Company's 
Los Angeles Division is complet- 
ing a 27-minute documentary on 
the fabulous X-15. 


* " * 


Commeree doins ICA Staff 
as Film Predaction Chief 

Vic Commeree has been ap- 
pointed Motion Picture Produc- 
tion Officer for the International 
Cooperation Administration in 
Washington. At the Naval Photo- 
graphic Center for 15 years, Com- 
meree’s new assignment will co- 
ordinate with ICA’s Communica- 
tions Media staff, backing up all 


WASHINGTON FILM COMMENTARY 


by Mary Finch Tanham 


Washington Correspondent for Business Screen 


Overseas missions in under-de- 
veloped countries. ICA production 
units shoot how-to-do-it films 
abroad to aid in technical assist- 
ance programs. 

Commeree describes the ICA 
operation as a “deeds” program, 
much as USIA is a “words” pro- 
gram. 

ok ca * 


Defense Coordinates Visual 


Coverage tor the Inauguration 


Plans are well underway for the 
official Armed Forces pictorial 
coverage of the 1961 Inaugural 
ceremonies, similar to coverage 
by the services of the 1953 and 
1957 events. 

Colonel Bertram Kalisch of the 
Department of Defense has been 
appointed government coordinator 
of the Joint Inaugural Pictorial 


Committee, of which the co-chair- 
men are William J. Forsythe, 
Robert Menaugh and Thomas J. 
O'Halloran. The committee han- 
dies all motion pictures, _ still 
photos, television and radio co- 
ordination, including assignment 
of positions on the various stands 
and key spots from the Capitol to 
the White House. 

The five services—Army, Navy, 
Air Force, Marine Corps, and the 
Coast Guard—will pool their 
cameramen under the direction of 
Col. Kalisch and his two deputies, 
Norman Hatch and Robert Har- 
vey. Official film coverage will be 
in color, concentrating on the 
swearing in of the new Comman- 
der-in-Chief and the military par- 
ticipation in the inaugural parade. 
This motion picture film will be 
used in the Armed Forces Screen 
Magazine series and will also be 
made available to the National 
Archives. 

Coordinated coverage under 
Defense will eliminate duplication 
and over-assignment of camera- 
men from the individual services. 


Approximately 20 Armed Forces 
lens-men, half of them behind mo- 
tion picture cameras and the others 
on still coverage, will be working 
in pairs at key spots allocated to 
the media. 


* * * 


Post Office Department Has 
Three Valuable New Pictures 


There were 4,600 new post 
offices built in the U. S. during 
the first six months of 1960, vary- 
ing in size from small structures 
to 20-story skyscrapers. To show 
the necessity of modern design 
for the many buildings still in the 
planning stages, the U. S. Post 
Office has sponsored a 22-minute 
color motion picture titled, Engi- 
neering the Modern Postal Plant. 
The film is directed to architects, 
engineers and builders, shows how 
specifications are drawn up for 
the new “electronic” post offices 
which will handle the mails of the 
future. 

The Post Office Department has 
also completed a 35-minute black 
& white film, Machines for Proc- 
essing Tomorrow’s Mail. This pic- 
ture describes the development and 
use of 29 new machines such as 
electronic sorters, automatic bun- 
dle-tying machines, “cullers,” 
package sorters, etc. Prime pur- 
pose of the picture is to aid firms 
bidding for contracts to manufac- 
ture the new machinery which the 
Department has developed. 

For the Public Relations office 
of the Department, Wilding, Inc., 
recently completed a 13'-min- 
ute color film titled, An American 
Credo. The picture opens with 
beautiful color shots of Mt. Ver- 
non and deals, in part, with six 
recent stamp issues which were 
designed after quotations of such 
famous Americans as Washington, 
Lincoln and Patrick Henry. 

Other Credo sequences include 
the story of the “Champions of 
Liberty” series of stamps which 
commemorate foreign-born free- 
dom fighters such as Masaryk, 
Bolivar and Magsaysay. It is note- 
worthy that some of these latter 
stamps are considered “non-admis- 
sible” by Iron Curtain countries; 
in Hungary, for example, 4c and 
8c freedom fighter stamps are 
“illegal” and bring up to $8.00 on 
the black market. 

By showing how stamps carry 
the message of freedom to the rest 
of the world and by showing 


Americans how stamp subjects are 
selected, drafted and printed, An 
American Credo reveals another 
important function of our govern- 
ment’s Post Office Department. 


we a 


Aero-Space Agency Holds a 
Two-Day Photo Conference 


The National Aeronautics and 
Space Administration recently held 
a two-day meeting at its Wash- 
ington headquarters for NASA 
Photographic and NASA Prime 
Contractor Photographic represen- 
tatives. At the meeting were 30 
delegates from the major aircraft 
companies, from General Electric 
and Western Electric, Eastman 
Kodak, and Byron Motion Pic- 
tures. 

Also meeting with members of 
the Headquarters Motion Picture 
Unit staff at this discussion of cur- 
rent research and development 
photographic problems of the 
space agency were representatives 
of various NASA Research 
Centers. 

* ae a 
Rickman Production Mgr. at 
WVP's New Larger Studios 


There’s a new address in the 
District for Washington Video 
Productions (24 F Street, N. W.) 
and president George F. Johnston 
of WYP announces that former 
actor-narrator Bob Rickman is 
taking over the post of Production 
Manager for the new and ex- 
panded studios at that location. 

Rickman, who has just com- 
pleted a military stint overseas. 
has had a wide range of experi- 
ence as writer, director and actor. 
During his recent hitch, he nar- 
rated in English for film companies 
in France and West Germany. 


* a * 


Mental Health Film Guide 
Issued by National Institute 


The Office of the Director, Na- 
tional Institute of Mental Health, 
has just published a comprehen- 
sive, revised film guide to mental 
health motion pictures. In addition 
to brief reviews of some 500 
mental health films, the selective 
guide contains notes on the use of 
films for mental hygiene educa- 
tion, on agencies designed as state 
mental health authorities and lists 
principal distributors of these films 
as well as other sources. Copies 
of the new guide are available at 
35c each from the Superintendent 
of Documents, Government Print- 
ing Office, Washington 25, D. C. 
Ask for Public Health Service Pub- 
lication Number 218. 


(CONTINUED ON PAGE TEN) 
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TAKING THE REWIND BREAK 


el R 


Once a month there’s silence on the set, when General Film’s 
newsy REWIND arrives in the mail... 

REWIND is rich in expert, up-to-date articles about equip- 
ment, new techniques, processing methods, jobs, confer- 
ences, conventions and other information vital to film 
production. 

To subscribe to REWIND simply send in your request and 
state your type of work. It’s distributed free of charge by 
General Film Laboratories, where unique service to the 
industry has made General the undisputed leader in the 


58 
GENERAL 


FILM LABORATORIES 


1546 Argyle, Hollywood 28, Calif. / HOllywood 2-6171 ~- central division / 106 W. 14th St., Kansas City 5, Mo. / GRand 1-0044 
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New Kalart/Victor Makes Sound Come 
to Life in 16mm Programs 


Everyone who has used the new Kalart/ 
Victor agrees that its sound quality is un- 
surpassed. Music and voices actually seem 
“live”. The reason? New amplifiers featured 
in Kalart/ Victor projectors are audio-engin- 
eered for greater power and low distortion 
to meet specifications of the finest in high 
fidelity equipment. 

The new Kalart/Victor is equally im- 
pressive on many other counts. It is the 
quietest running 16mm sound projector 
ever built. Light output is increased by at 
least 12%. The exclusive door-mounted 
speaker can be left closed on the projector 
while in operation—or detached and placed 
next to the screen. Still picture projection 
is flickerless and five times brighter, thanks 
to special glass heat filters provided as 
standard equipment. And lubrication is re- 
quired only once a year. 

See—and hear—the new Kalart/Victor 
soon. Your authorized Victor dealer will be 
pleased to give you a demonstration. 


world’s most experienced 
manufacturer of 16mm projectors 


SO VEARS OF 
PROGRESS 
1910. 1960 


VICTOR ANIMATOGRAPH CORP. 


Division of Kalart 
Plainville, Connecticut 


7 
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Kalart/Victor Model 70-15 with 15-watt 
amplifier and 8" door-mounted speaker. 
Also available, Model 70-25 with 25-watt 
amplifier and choice of door-mounted speak- 
er or separately cased 12” speaker. 


Free booklet, How Industry Profits From 
Sound Film. For your copy, mail coupon to 
Victor Animatograph Corp., Div. of Kalart, 
Plainville, Conn. Dept. 174. 








WASHINGTON: 


(CONTINUED FROM PAGE EIGHT) 


Public Stock Issue Planned 
for National Film Studios 


National Film Studios in the 
Capital is re-capitalizing the com- 
pany and offering stock to the 
public. Underwriting for the pro- 
gram is being handled by R. 
Baruch and Company of Washing- 
ton. 

ae ne Me 
Complete Details on the 
13 “Planet Earth” Pictures 


The first film series produced 
by the National Academy of 
Sciences (“Planet Earth”) origi- 
nated in the interest of students, 
teachers and the public in the 
International Geophysical Year 
just concluded. Extensive film 
footage was shot for the series in 
all parts of the world, both during 
and after the IGY. 

Although the inspiration of the 
program came from the IGY, the 
films present a rounded picture 
of man’s quest for knowledge in 
each field, outlining the principal 
discoveries and ideas, raising the 
questions that still challenge sci- 
ence in regard to the cosmos and 
the earth itself. 

Specialists in each of 13 fields 
were called on for guidance in 
the production of the films, repre- 
senting all sections of the country 
and from lands abroad, thus in- 
suring the scientific soundness of 
their content. Because many of the 
ideas in geophysics are abstract, 
animation has been judiciously 
used. Live footage ranges from lab 
experiments to field activities; film 
crews were dispatched from the 
tropics to the poles to capture 
scientists at work. 

Dr. Hugh Odishaw of the Na- 
tional Academy acted as director 
of the series; Lothar Wolff of 
Louis de Rochemont Associates, 
Inc., was the producer. The 
“Planet Earth” series was pro- 
duced by the Academy in co- 
operation with the WGBH Edu- 
(CONTINUED ON PAGE TWELVE) 





PROFESSIONAL 


TITLE Typographers 


Hot-press Craftsmen 
SINCE 1938 


Write for FREE type chart 


ie TITLE SERVICE 
& KNIGHT 


145 West 45th St., New York, N.Y. 
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worth copying! 





Why not copy this address and request literature on the Arriflex 16 or Arriflex 35? 
ARRIFLEX CORPORATION OF AMERICA e 257-J PARK AVENUE SOUTH, NEW YORK 10, N.Y. 
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SPECIALISTS 


for over 22 years! 


See the difference... 


when 16mm Color Specialists process prints! 


Color Reproduction Company has always believed only Specialists can 
produce the FINEST QUALITY. That’s why Color Reproduction Com- 
pany in over 22 years of Specializing exclusively in 16mm color printing, 
has earned a reputation for guaranteed quality which is the Standard 
of the Industry. The cost of your production warrants finest quality 
prints: See what the technical know-how and production skills of Color 


Reproduction Company’s specialists can do for your 16mm Color Prints! 
ee 
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REPRODUCTION COMPANY 
7936 Santa Monica Bivd., Hollywood 46, California 


Telephone: Oldfield 4-8010 
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WASHINGTON: 
(CONTINUED FROM PAGE TEN) 
cational Foundation, Cambridge, 
Mass. 

Of the 13 films, three are de- 
voted to the solid earth: The Hid- 
den Force (seismology); The 
Shape of the Earth (geodesy ); and 
The Force of Gravity. 

Three other titles explore the 
interface environment between the 
solid earth and the high atmos- 
phere: The Inconstant Air 
(weather and climate); Secrets of 
the Ice (glaciology); and Chal- 
lenge of the Oceans (oceano- 
graphy). 

Seven films are concerned with 
the upper atmosphere and space: 
Our Nearest Star (the sun and 
solar activity); The Flaming Sk) 
(aurora); Magnetic Force (the 
earth’s magnetic field); Radio 
Waves (including the ionosphere 
and radio astronomy ); and Science 
in Space (satellite and space probe 
research). - 
Growing Overseas Markets 
for U. S. Films, Equipment 

The foreign market for U. S.- 
produced motion picture film and 
equipment is growing continuous- 
ly and is greatly stimulated by 
home movie enthusiasts, accord- 
ing to a recent report from the 
Business and Defense Services 
Administration, U. S. Dept. of 
Commerce. 

An analysis of Bureau of Cen- 
sus statistics by BDSA’s Scien- 
tific, Motion Picture, and Photo- 
graphic Products Division showed 
that exports of motion picture 
film and equipment for the first 
nine months of 1960 amounted 
to $34,949,305, representing a 
9.6 per cent increase over the 
corresponding total of $31,875,- 
389 a year ago. 

Largest dollar volume was in 
unexposed, sensitized film (raw 
stock) including 35, 16 and 8mm 
film, both positive and negative, 
accounting for $15,063,690 in 
sales. Exposed and developed fea- 
ture film brought $7,783,380, 
and equipment, $12,102,235. 

The equipment category in- 
cludes cameras, studio, projec- 
tion and sound equipment ship- 
ments, with the amateurs’ fa- 
vorite, 8mm cameras, projectors 
and screens accounting for a large 
share. 

The Division reports that while 
Canada is the principal market 
for U.S.-made film and equip- 
ment, distribution of these prod- 
ucts generally is worldwide. 
(SEE FEATURE ON PAGE 31) 
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Farm pictures are 


no longer tailored for farmers. If 


you’ve been carrying around a mental image of a farmer, 


vou’d better get rid of it. There are few business men who 


are not farmers, 


at least, at heart. Good agricultural 


motion pictures are simply good motion pictures on farm 


subjects. People, generally, just happen to like good 


pictures about the biggest, the most important and the 


only factory in the world which operates without a roof. 


Frank K. Speidell, President 











Herman Roessle, Vice President 


P. J. Mooney, Secretary & Treasurer 


Vice-President, Sales: 


T. H. Westermann 


tA ae) pt inn Fae ire ae Bi 


ar See Soaeeee 


a ali 
age 


ie 


Farm 


Pictures 


by Audio... 


Atomic Energy Commission 


American Bosch Arma Corp. 


American Machine 
& Foundry Co. 


American Telephone 
& Telegraph Co. 


Babcock & Wilcox Co. 


E. I. duPont de Nemours 
& Co., Inc. 


Ethyl Corporation 
The Gillette Company 
McGraw-Hill Book Co. 


National Board of Fire 
Underwriters 


National Cancer Institute 
National Cotton Council 
Port of New York Authority 
Schering Corp. 

E. R. Squibb & Sons Div. 
The Texas Company 

Union Carbide Corp. 

U.S. Navy 

Western Electric Co. 


Westinghouse Electric Corp. 


—and many, many others 


Producer-Directors: 


Frank Beckwith 


Alexander Gansell 
H. E. Mandell 


Harold R. Lipman 
Erwin Scharf 





“Mary had 
her heart 
set on Mink... 


“FAT CHANCE, | THOUGHT 


“Then, | started selling with those 
Better color sound films. 


‘‘Man, does it make a difference, 
when an Agent adopts BSB income- 
producing methods! They step up 
sales on just about everything: 


‘Life Mortgage Accident 
& Sickness Business Life 


Prospects eat up the third person 
quality of Better films, because 
they're produced by an outside 
authority they prove the need 
and motivate prospects to acf now 
on insurance purchases 


“I'm amazed at how much easier 
my work is. Every day I'm writing 


more and bigger policies .. . and 


“Was | thrilled last night to reach 
home and see Mary cuddling in 
her new Mink! ‘BSB’ Mink, she 
called it, and me... ‘darling 


To enjoy more of life's delights, sell 
with BSB filmstrips. Mail the coupon 
now, to arrange a viewing 


oS 
BETTE 
Selling Bureau 


} 
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BETTER SELLING BUREAU, Dept.B 1 
6108 Senta Monica Bivd., los Angeles 38, Calif 
Tell me how | con view consumer-selling films for 


FAMILY INCOME BUSINESS LIFE 
MORTGAGE ACCIDENT & SICKNESS 


Nome 
Company 
Address 


City 
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SIGHT & SOUND 
Set TV Commercials Festival 

The Second American TV 
Commercials Festival and Forum 
will be held at the Hotel Roosevelt 
in New York City, April 26 and 
27, 1961. Deadline for entering 
the all-industry event is February 
15. 

Judging of entries, which will 
take place during March, will be 
handled by the TV Commercials 
Council, made up of men and 
women eminent in the advertising 
field. We 
Production Review Issue Next! 

Listing invitations for the 11th 
Production Review will begin 
mailing on January 3rd. i 

oK a ok 
Movielab Expands N.Y. Facilities 
Movielab Film Laboratories, 
Inc., has leased the eighth floor, 
containing 25,000 square feet of 
space, in the Movielab Building, 
619 West 54th Street, New York. 
Movielab now occupies three en- 
tire floors of the building. Wye 
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General Medaris to Keynote 
NAVA Mid-Winter Conference 
Communications in the space 
age will be the subject of the key- 
note presentation of the 1961 Na- 
tional Audio-Visual Association 
Mid-Winter Conference, January 
12-15, at the Statler-Hilton Hotel, 
Dallas, Texas. 
Major General John B. Me- 
USA (Ret.) will address 
members, according to 
General Chairman Eloise Keefe. 
Gen. Medaris is presently Chair- 
man of the Board of Electronic 
Teaching Laboratories and presi- 
dent of the Lionel Corporation. 
While on active duty in the 
Army he headed this country’s 
missile program, and since his re- 
tirement has authored the out- 
spoken Countdown for Decision, 
one of the year’s most controver- 
sial books. A strong supporter of 


daris, 


NAVA 


audic-visuals in education, Gen. 
Medaris will present a challenge 
to Conference-goers on the future 
direction of A-V. 
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Bell & Howell Reports Record 
Sales in ‘60, Sets ‘61 Plans 

Bell & Howell Company fin- 
ished up 1960 with anticipation of 
another record sales year, accord- 
ing to Charles H. Percy, president 
of the photographic-electronics- 
business machines firm. 

Final reports for Christmas 
sales in December were not in, 
but Percy said that if December 
sales hold to levels projected 
earlier in the year, net earnings 
should exceed 1959's $4,904,834, 
or $1.34 per share, and establish 
a new record for the 8th consecu- 
tive year. 

Peter G. Peterson, executive 
vice-president and head of Bell & 
Howell’s photo products division, 
commented in the report on new 
patterns which have emerged in 
consumer demand for motion pic- 
ture cameras and projectors. 

“The first is increased demand 
for automated equipment with a 
corollary increase in trade-ins by 
present owners who are ‘buying 
up’ to the new models in un- 
precedented numbers.” 

Commenting on the educational 
field, in which the company has a 
major stake, Peterson said, “The 
growing teacher shortage, the 
growing number of students and 
the growing complexity of the in- 
formation that needs to be passed 
on to students are all factors that 
lead us to expect a growing educa- 
tional market and one in which 
we plan to participate fully.” 

Peterson also told of the com- 
pany’s television advertising policy 
of “sponsorship without censor- 
ship,” and outlined its past efforts 
and future plans for continuing its 
prime evening-time documentary 
series, Bell & Howell Close-Up, 
on major issues of the day, through 
the 1961 season. Le 
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MOTION PICTURE PRODUCTION, 
EDITORIAL and TECHNICAL SERVICES 


FOR BETTER FILMS 


CREATIVE EDITING AND COMPLETE 
PERSONAL SUPERVISION 


JOSEPH JOSEPHSON 
Circle 6-2146 


45 West 45th St. 
New York 36 


IS PRICE 
YOUR MAJOR 
1961 SALES 
CHALLENGE ? 


Train With Slidefilms 


A stiffer drive must be made, most 
experts agree, if record sales goals 
are to be attained in 1961. The 
long-known, often-neglected skills 
of salesmanship must once more be 
emphasized. 


‘Selling Is 
Mental” 


. a series of six valuable color 
sound slidefilms . . . is designed to 
inspire salesmen with the right 
mental approach. It provides you 
with tested material for 18 dynamic 
sales-training meetings. 


DEVELOPING THE RIGHT 
ATTITUDE TOWARD PRICE 


. is one of the series. It shows 
how the salesman’s own attitude is 
often the major influence that makes 
for success. It demonstrates effective 
ways to dispel price objections—so 
dominant in a buyers’ market—and 
stresses the forceful selling of ad- 
vantages and benefits. 


WRITE TODAY FOR DETAILS 
CONCERNING A PREVIEW 


tlh 
i 
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BETTE 
Selling Bureau 


6108-B Santa Monica Boulevard 
Los Angeles 38, California 
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“Now we can train new salesmen with movies 
anywhere, any time...in just an hour” 


“Our training movie provides trainees with more 
thorough comprehension of our way of selling than 
training manuals ever did, and it’s less expensive and 
more efficient than traveling training experts,” says 
T. O. Kaplen, Executive Vice President of Atlas 
Sewing Centers, Inc., headquarters, Houston, Texas. 

“It works so well that we've given each of our 
65 store managers a 16mm Kodak Pageant Sound 
Projector so that any one of them can train new men 
when they want to. 

“Our choice of projector, we knew, would be im- 
portant, because store managers, like everyone else, 
are too busy to worry about machir that’s com- 
plicated to operate or too much trouble to keep in 
running order. After many ‘loaner’ demonstrations 
of various makes, and after asking others who use 
movies, we decided the Kodak Pageant would be 


Kodak Pageant Projector 
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easiest to operate, and would have the stamina to 
take inexperienced handling. 

“Our movie was professionally produced. And it, 
along with this uncomplicated Kodak Pageant Pro- 
jector, makes a training session smooth, interesting, 
and understandable. The demonstration is ideal. The 
trainee sees and hears not only what to say and when 
to say it, but also how to say it, even to the proper 
inflection, emphasis, and gestures. 

“None of the precisely worked out message is ever 
omitted or diluted. And outside pressures have no 
interfering influence. Our trainee is ‘captive’ in a 
darkened quiet room 
concentration.” 


the right atmosphere for 


If you would like to learn more about the way movies 
are being used by business and industry, or if you 


would like literature about Kodak Pageant Projectors, 
mail this coupon to us now. 

You may see a Kodak Pageant demonstrated by 
calling your Kodak audio-visual dealer. 


Kodak Pageant Projector 


EASTMAN KODAK CO.., Dept. 8-V, Rochester 4, N.Y. 


Send me, without obligation, Kodak Pageant 
Bulletin, V3-22. 


NAME 
TITLE 
ADDRESS 


EASTMAN KODAK COMPANY, Dept. 8-V, Rochester 4, N. Y. 














ARC 6mm Sind -h-Fi ty Petes Result! 


ALL AURICON EQUIPMENT IS SOLD WITH 
A 30 DAY MONEY-BACK GUARANTEE. 























“CINE-VOICE IT" 16 mm Optical Sound-On-Film Camera. “AURICON PRO-600"' 16mm Optical Sound-On-Film Camera. ‘SUPER 1200°' 16 mm Optical Sound-On-Film Camera. 
* 100 ft. film capacity for 2% minutes of + 600 ft. film capacity for 16% minutes of * 1200 ft. film capacity for 33 minutes of 
recording; 6-Volt DC Convertor or 115-Volt AC recording. * $1871.00 (and up) with 30 day ey 9 * $5667.00 (and up) complete for 
operation, * $967.00 (and up). money-back guarantee. “High-Fidelity” Talking Pictures. 
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“PRO-6G00 SPECIAL” 16mm Light-Weight Camera. PORTABLE POWER SUPPLY UNIT— Model PS-21...Sijent FUMAGRETH —Finger points to Magnetic pre-stripe 

* 400 ft. film capacity for 11 minutes of in operation, furnishes 115-Volt AC power to drive on unexposed film for recording lip-synchronized 

recording. ~ $1,295.00 (and up). “Single System” or “Double System” Auricon magnetic sound with your picture. Can be used 
Equipment from 12 Volt storees Battery, for with all Auricon Cameras. # $960.00 (and up). 
remote “location” filming. * $269.50 


Strictly for Profit 
CHOOSE AURICON 


lt it’s profit you're after in the production of 
16 mm Sound-On Film Talking Pictures, Auricon 
Cameras provide ideal working tools for shooting 
profitable Television Newsreels, film commercials, 
inserts, and local candid-camera programming. 
Now you can get Lip-Synchronized Optical or 
Magnetic Sound WITH your picture using Auricon 
16 mm Sound-On-Film Cameras. Precision designed 
and built to “take it.” 

Strictly for Profit—Choose Auricon! 
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Tripod Model FT-10 nd FT 10S812 BAC EL AUURICON, Imc. 
—— WOCeIS AV and i-iVOlZ.. 
Pan-Tilt Head Professional Tripod for GS10 Romaine Street, Hollywood 38, Calif Write for your > 
velvet-smooth action. ron peers HOuirwoop 82-0931 free copy of 
34 % $406.25 (an b ; 
to prevent Camera “dumping $406.25 (and up mie oeaas 


* auricon Equipment is sold with a 30-day Money-Back Guarantee. You must be satisfied > Auricon Catalog 
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GIVES YOU VOLTABLOC NICKEL-CADMIUM 
LITE-WEIGHT BATTERIES 
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CECO 35MM PROFESSIONAL FILM 
VIEWER WITH DOUBLE SYSTEM 
SOUND READER 











CECO HI-SPEED EDITING TABLE s 8 a 8 a 8 * 


(In 16mm and 35mm models) > ORNS I CECO X-140 REMOTE CONTROL PAN 
. r AND TILT HEAD WITH “DIAL-A-STOP” 
. SALES AND SERVICE OF THE 


WORLD'S FINEST PROFESSIONAL 


FILM MAKING 
EQUIPMENT 


—PLUS THE TECHNICAL GUIDANCE 
TO GET THE MOST OUT OF THEM 


CECO B-109 PROGRAMMING DEVICE 
(Intervalometer) 


CECO TR-8 PROFESSIONAL JUNIOR 
FRICTION HEAD TRIPOD 





m= @6ALL 
THE 
FACTS! 
SEND 
THIS 
POSTAGE & 
FREE 
CARD 
* CECO—Trademark for Camera Equipment CO. Ty TODAY! : 


CECO LS-1 SUNSHADE & FILTER f 
HOLDER FOR CINE SPECIAL AND . 
BOLEX CAMERAS 
(Cine Special illustrated) 





. 
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SALES- SERVICE- RENTALS 


(/4" Synch. Playback I a smelancyehe 


x aA o® COOKE KINETAL AND 
{<> SERIES II LENSES 
TRAID PORTABLE HOT SPLICER 7? 
(8mm-16mm and 16mm-35mm Models) 
“es 
wes ee 


CECO TT-3 TRIPOD TIE-DOWN CLAMPS 


RANGERTONE SYNCHRONIZER tex @ 





KENYON GYROSCOPIC STABILIZER 


CECO €-3549 STOP MOTION MOTOR 
FOR ARRIFLEX 16MM CAMERA 
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MACBETH QUANTA LOG 


FIRMSPLICE MAGNETIC FILM SPLICER In New York: 
(For 16mm and 35 mm) Camera Equipment Co., Inc 
315 W. 43rd St., New York 36, N.Y. 





In Florida: 


: Camera Equipment Co., Inc. of Florida 
FIRST CLASS : 1335 East 10th Ave., Hialeah, Florida 
PERMIT No. 4236 


New York, N. Y. ‘ In Hollywood, California 
Gee. 349, 7. LOR Call JACK PILL © POplar 3-8355 


BUSINESS REPLY MAIL 


NO POSTAGE STAMP NECESSARY iF MAILED IN THE UNITED STATES 


POSTAGE WILL BE PAID BY 


CAMERA EQUIPMENT COMPANY, Inc 
DEPT. 62, 315 WEST 43RD STREET 


NEW YORK 36, N. Y. 





Only Bell & Howell could meet 
New Holland’s 2-week deadline for 





nationwide new line announcement 


Local delivery, 
training, and service 
performed by 
world’s largest 
Audio-Visual 

dealer network 


New Holland Machine Company planned a 
closely timed introduction of its new line of 
farm equipment with a special film presen- 
tation to its dealers throughout the nation. 


Problem: getting film projectors into the 
hands of salesmen in all parts of the coun- 
try; and training them in their use... all 
in two weeks’ time! Bell & Howell met the 
deadline. A nationwide timetable was es- 

- 4 tablished—projectors were rushed to New 
1 Bell & Howell Audio-Visual dealers trained New Holland sales- Holland salesmen throughout the U.S. and 
e men locally after immediate projector delivery. Canada. Immediately, local Bell & Howell 
Audio-Visual Representatives followed up 
with personal, on-the-spot operating in- 
structions. Only Bell & Howell, with the 
world’s largest Audio-Visual dealer net- 
work, has the manpower and coverage for 
such a job. The power of Bell & Howell 
Audio-Visual Service can work for you, 
too. Call or write and we’ll be glad to show 
you how. There’s no obligation. 


FINER PRODUCTS THROUGH IMAGINATION 


)}> Bell & Howell 


“we Mail this coupon today for a 
free booklet on the uses of 
sound films in sales promo- 
tion and training. 


Bell & Howell Company 
7108 McCormick Road, Chicago 45, Illinois 
AMbassador 2-1600 


COMPANY 


ADDRESS 


New Holland salesmen presented the new farm equipment line 
e on film at local dealer meetings throughout the U.S. and Canada. 
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PARTHENON PICTURES 
eee 


HOLLY WOOD 
CURRENTLY 
IN RELEASE 


“THE CASE OF 
THE BEWILDERED BRIDE” 


A 20-minute color film to persuade 
high school girls and young house- 
wives of the “good life” that will 
reward proper family nutrition 
practices. A charming and witty 
story that is a bit offbeat, yet in 
formative and convincing. (The 
Carnation Company) 


“LOCKED ON” 


A dramatized color documentary to 
key the Reliability program for the 
Atlas Missile. An “attitude chang 
er,” featurette-length. Shot at San 
Diego facilities, Cape Canaveral, 
and on Parthenon's stage. Possibly 
one of important pictures of year 
55 min. (Convair Astronautics) 


“INTERMITTENT 
PERITONEAL DIALYSIS” 


A straightforward medical film in 
color to illustrate a new operative 
technique developed by Dr. Morton 
Maxwell of UCLA. Actual surgery 
and its explanation is handled by 
Dr. Reynolds of USC. (Baxter Lab 
oratories, Inc.) 20 minutes. 


“SELECTING, FITTING, 
AND SHOWING DAIRY CATTLE” 


4 straight-to-the-point sound strip 
film in color directed to dairy cattle 
breeders to outline exactly what of 
ficials look for when judging live 
stock shows, and how productivity 
can be increased. (Albers Milling 
Company) 


“HEADLINE FOR HARPER” 


A dramatized color documentary 
dedicated to the men of American 
communities engaged in Public 
Works whose activities enable their 
fellow citizens to live together in 
safety, in comfort and in health. 
(International Harvester) 29 min. 


“DARTMOUTH VISITED” 


An up-dated version of one of the 
best of the “portrait of a college” 
films 


Screening prints of the above 
films and other Parthenon 
productions—all designed to 
solve sales, educational, train- 
ing, public relations or morale 
problems—are available to in 


terested companies 


PARTHENON PICTURES 


Cap Palmer, Executive Producer 
2625 Temple St. @ Hollywood 26 
In Chicago: Phone RAndolph 6-2919 


Detroit: Phone ADams 1-9113 


“Bridge to the Future” Is Shown as 


Harvester Premieres Glen Canyon Film 


ther MAGNITUDE OF the dam- 
building project in Glen 
Canyon in northern Arizona is 
reflected in newly-released mo- 
tion picture records filmed during 
construction. 

Begun more than two years 
ago, in the summer of 1958, work 
preparatory to the dam construc- 
tion was filmed by International 
Harvester and the motion pic- 
ture Taming a New Frontier, 
covers the building of the world’s 
highest steel-arch bridge—a 
1,271-foot-long structure over the 
Colorado River—the  establish- 
ment of the community of Page, 
Colo., and preliminary construc- 
tion of diversion tunnels. 

NRA Convention 

Bridge to the Future, a second 
film salute to the building of the 
gigantic dam, was premiered at 
the annual convention of the Na- 
tional Reclamation Association in 
November at Bakersfield, Cali- 
fornia. 

A 30-minute color production 
by International Harvester, this 
picture documents the interme- 
diate phase of work being per- 
formed under the largest single 
prime contract award in the his- 
tory of the U. S. Department of 
Interior's Bureau of Reclamation 

a $108 million undertaking by 
Merritt-Chapman & Scott Cor- 
poration. 


Shown at 


During the two years preceding 
mid-1960, when the first bucket 
of concrete for the dam proper 
was placed, Glen Canyon was the 
scene of one of the greatest blast- 
ing and tunneling operations of 
recent times. In order to excavate 
the river bed and pour foundations 


W. O. Maxwell of Harvester (1) 
presents print to Bureau of Rec- 
lamation Comr. Floyd Dominy. 


for the dam, two giant diversion 
tunnels were _ constructed—41 
feet in diameter and penetrating 
more than a_ half-mile through 
rock. 

Glen Canyon Dam, represent- 
ing 35 years’ planning by the Bu- 
reau of Reclamation, will rise 710 
feet above bedrock, higher than 
a 70-story building, and will be 
1,500 feet wide at its base. The 
powerhouse output of 900,000 
kilowatts will take care of the 
electrical needs of a city with a 
million population. 

Second Largest U. S. Dam 

Among U. S. dams, it will be 
the second largest; on a world- 
wide basis, it will be the fourth 
largest concrete structure. In ad- 
dition to furnishing _ electrical 
power, the dam will create Lake 
Powell—the result of backing up 
the Colorado River for 186 miles, 
making it one ot the world’s 
largest man-made lakes—t hus 
providing water to irrigate tens of 
thousands of new acres. 

The Glen Canyon project calls 
for one of the largest fleets of 





SPECTALIS tan 


IN SCIENTIFIC DEMONSTRATIONS 
AND 

MOTION PICTURE SCRIPTS 
ON 

SCIENTIFIC & ENGINEERING SUBJECTS 


JONATHAN KARAS 


yo 


ASSOCTATES 


DURHAM, NEW HAMPSHIRE 





BUSINESS 


“custom tailored 


MUMC... 


for films A filmstrips 


— 
ao ® 


we edit complete music and 


THiiimoitculm (alias 


“custom 


tailored” to your requirements. 


— 
Phd 


Tin 4tiPiMiilitiiaeialian 


{L_SO 


I-FI DIS 
JABRARY 


produc eTs 


corelli-jacods 


NEW AND TAPH 


available to 


MLUSIC Ine. 


Write for 
catalog 


or phone Il dson 6-667 3 


For the Best in Audio-Visuals 
Look to the Advertising Pages 
of Business Screen in 1961... 


For |6mm. Film — 400° to 2000’ Reels 
Protect your films 


Ship in FIBERBILT CASES 
Sold at leading dealers 


Only 
original 


Fiberbilt 


SCREEN MAGAZINE 





motorized equipment ever as- 
sembled for a single peacetime 
construction job. Included are In- 
ternational crawler tractors, In- 
ternational off-highway Payhauler 
units and International motor 
trucks. 
Chet Huntley, television net- 
work commentator, is narrator. 
Bridge to the Future can be 
obtained on loan from Consumer 
Relations Department, Interna- 
tional Harvester Company, 180 
N. Michigan Ave., Chicago 1, Il- 
linois, or by visiting an Interna- 
tronal construction equipment dis- 
tributor. Lae 
* ok ca 
United Camera, Providence, R. |. 
Sponsors Arriflex Show, Clinic 
A special Arriflex show and 
clinic will be held in Providence, 
Rhode Island, January 30 and 31, 
1961, at United Camera, Inc.’s 
New England Industrial Division. 
On display will be the latest 
Arriflex 16 and 35mm cameras. 
The Arriflex 35 in a new model 
IIB-S, designed for operation to 
80 FPS, will be demonstrated, as 
well as new designs in motors and 
other equipment of special interest. 
Additional information is avail- 
able from Thomas F. Riely, Indus- 
trial Sales Manager, United Cam- 
era, 9 Pleasant Street, Providence. 


Deere exec. Glenn Rohrbach (ctr.) 
presents Golden Tractor award to 
vice-presidents Cliff Weake (Il) 
and Jim Constable, of Wilding. 


Deere Golden Tractor Award 
Presented to Wilding, Inc. 

In appreciation of the team- 
work an efforts of its entire staff 
which 1¢ alted in the successful 
“Deere Day in Dallas” on August 
30, 1960, a special Golden Trac- 
tor Award was presented to of- 
ficials of Wilding, Inc. at cere- 
monies held at the company’s Chi- 
cago studios last month. 

Wilding president H. Williams 
Hanmer and vice-presidents Cliff 
Weake and Jim Constable re- 
ceived the award from Glenn 
Rohrbach of Deere & Company. 
Wilding, Inc. produced the major 
product presentation for the Mo- 
line firm. iy 


N. Y. Film Producers, Actors Guilds Agree on Extras’ Pay 


™ New York Film Pro- 
ducers Association, Screen 
Actors Guild and the Screen Ex- 
tras Guild have issued a joint an- 
nouncement on terms arrived at 
during the recent successful con- 
clusion of negotiations for a new 
collective bargaining contract 
governing the employment of ex- 
tra players in television commer- 
cials. 

For the first time, the extra 
players contract sets special rates 
for extras who demonstrate or il- 
lustrate products and services and 
also provides additional payments 
for re-use. 

A new classification of extra 
player, to be known as “product 
extra player,” is established, with 
a minimum rate of $55 a day ret- 
roactive to November 16, 1960, 
and rising to $70.83 a day on 
July 1, 1962. The original pay- 
ment to the extra compensates 
him only for 13 weeks’ use of the 
commercial, unless he is paid an 
additional 75 per cent for un- 
limited use when first employed. 
Otherwise, for use after 13 weeks, 
the extra will be paid an addi- 
tional 100 per cent of his total 
original compensation. 

On and after July 1, 1962, all 
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extra players working on TV 
commercials will come under the 
same plan of additional percent- 
age payments for re-use after 13 
weeks as the product extra player. 
Rates for these other extras will 
be identical with those in the con- 
tract signed ir tiollywood be- 
tween the Screen Extras Guild, 
the Association of Motion Picture 
Producers and the Alliance of 
Television Film Producers. Ex- 
amples of these rates are General 
Extra, $24.26 a day effective 
June 1, 1960, increasing to 
$25.47 July 1, 1962; Dress Ex- 
tras and Riders, $31.94, increas- 
ing to $33.54; Stand-Ins, $22.47, 
increasing to $23.59. 

The New York extra players 
contract calls for a contribution 
by the New York producers of an 
amount equal to 5 per cent of all 
extra players’ earnings for pen- 
sion, and health and _ welfare 
plans, beginning November 16, 
1960. The contract runs to June 
30, 1964, with reopening rights 
on tv commercials in 1963. 

In addition to the New York 
Film Producers Association, the 
television networks and advertis- 
ing agencies participated in the 
negotiations. Le 
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CAPITAL FILM LABORATORIES, INC, e 1905 FAIRVIEW AVENUE, N. E. 


WASHINGTON 2, D.C. 


@ PHONE LAWRENCE 6-4634 


Close Entry Lists January 16th for Canadian Film Awards 


ELEVISION FILMS, including 

tv commercials, will be in- 
cluded in the 13th Annual Ca- 
nadian Film Awards competition 
for the first time in 1961. Entries 
for the all-Canada judging close 
January 16th for all professional- 
ly-produced motion pictures 
eligible. 

The competition for the best 
motion pictures made in Canada 
during 1960 was announced by 
Charles Topshee, chairman of the 
Management Committee. The Ca- 
nadian Film Awards are jointly 
sponsored by the Canadian Asso- 
ciation for Adult Education, The 
Canada Foundation and the Ca- 
nadian Film Institute. 

Non-Theatrical Categories 

Categories in the non-theatri- 
cal division include films for Pub- 
lic Relations, Sales and Promo- 
tion, Training and _ Instruction 
(for adults), Travel and Recrea- 
tion, and General Information 
(general interest films not cov- 
ered under other categories). 

New techniques in the motion 
picture medium—including new 
animation techniques—and films 
about the fine arts may be en- 
tered in the Arts and Experimen- 
tal category. Films for children, 
both educational and entertain- 
ment, are in a separate category. 

The new division for television 
films will accept films produced 
primarily for video showing, ex- 
cluding kinescopes. Films of any 
length are acceptable in the in- 
formational and _ entertainment 
sub-categories. 

TV Commercials Are Eligible 

Commercials may also com- 
pete, and will be judged as films 
—technical excellence and artis- 
try being the criteria; the worth 
of the film to do the job intended 
will also be considered. 

Theatrical films in 35mm, pro- 
duced primarily for showing in 


motion picture theatres, are clas- 
sified as features (60 minutes or 
longer running time) and shorts 
(less than 60 minutes). 

Closing dates for entries are 
January 16 for professional films 
and January 31 for amateur. 
Closing dates for receipt of films 
are February 15 for professional 
and February 28 for amateur. 

For further information and 
entry bianks write: The Canadian 
Film Awards, 1762 Carling Ave- 
nue, Ottawa 3, Ontario, Canada. 
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Announce Awards Program for 
Jewish Audio-Visual Media 

Special awards will be pre- 
sented to the outstanding motion 
picture and slidefilm dealing with 
Jewish subject matter released 
during 1960, by the National 
Council on Jewish Audio-Visual 
Materials, it was announced by 
Dr. Samuel D. Freeman, chair- 
man of the Board of Review of 
the NCJAVM. 

The NCJAVM, sponsored by 
the American Association for 
Jewish Education, is a coordinat- 
ing body of 39 national and local 
Jewish organizations active in the 
field of culture and education, 
whose program is to evaluate au- 
dio-visual materials of Jewish in- 
terest, distribute information 
about these media, and stimulate 
interest in the utilization of such 
materials in Jewish schools, clubs, 
synagogues and organizations. 

A committee of prominent 
educators and film-makers will 
make up the board of judges. 
Awards will be made at the 11th 
Annual Meeting and Workshop 
of the Council in May, 1961. 

Deadline for entries was set by 
the committee at January 9, 
1961; headquarters are at the Na- 
tional Council on Jewish Audio- 
Visual Materials, 101 Fifth Ave- 
nue, New York 3, N. Y. Lye 





NEW YORK’S FINEST PROJECTION SERVICE 


® Skilled reliable projection service by a firm with 40 years 


of experience. 


Motion pictures, wide-screen presentations, slide-films, 
opaques, slides. If it is audio or visual we have the most 
modern equipment for the job. Complete commercial sound 
service. Previews arranged in all details. wines 


Anywhere in the Metropolitan New York Area. 


waTionat 
aupio 
1sUA 
vise 


De Meo Motion Picture Projection Service 
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NEW CREATIVE HANDS JOIN TRANSFILM-CARAVEL 


We're proud t 
Klaeger Film Productions and the appoint- 
ment of Mr. Robert H. Klaeger as president of 


our newly formed Film Production Divisien 


Me beletevebelacmaelcm-(uenehrsialeemms): 


and a senior vice-president of our company. 
personnel and facilities of both com- 
consolidated to bring to 

1d most complete service 

1 in the production of films for 
business shows, sales and train 


n¢g 


programs and television commercials 


TRANSPFILM - CARAVEL 





Why do filmmakers 

prefer to deal with 

Florman & Babb? In our 
technical field, the only 
answer is SERVICE... and 
service is PEOPLE. 


Here is just one of the many 


skilled technicians at 
Florman & Babb whose 


experience and know-how 


are always available to 


solve your problems. 


JOHN MURRAY HEADS F & B's 
NEW, EXPANDED LIGHTING CENTER 


Cukaloris and cone lights... double broads and 
baby spots... pigeons and polecats...obie 
lights and frezzolites ...scrims and silks... cen- 
tury stands and snoots...barndoors and but- 
terflies...twecos and stage boxes...and of 
course all the conventional lights including 
baby kegs, 2 KW and 5 KW spots, generators, 
Colortrans, boosters and Variacs are always 
available from the tremendous stock in the 
F & B Lighting and Grip Dept., headed by 
capable John Murray. 


Do you have a lighting 
problem or any questions 
regarding lighting or grip 
equipment? I'll be glad to 
recommend the best solu- 
tion. My experience over 
many years with hundreds 
of different lighting prob- 
lems is available to you for 
the asking. Just write or call 
me at F & B. 


FLORMAN «& Bass, Inc. 


68 West 45th Street, New York 36, N.Y. 


Murray Hill 2-2928 
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Fine-Grain, Panchromatic 
Film for High-Speed Use 

& Kodak Double-X Nega- 
tive Film, introduced earlier 
this year as Type 5222, com- 
bining exposure indexes of 
250 daylight, 200 tungsten, 
with the fine grain, image 
clarity, and color sensitivity 
of slower general-purpose 
films, has been modified for 
use in high-speed 16mm 
camera applications. 

As a high-speed film, it is 
available in three specifica- 
tions: DXN430, 16mm _ by 
100 feet, spooled; DXN432, 
16mm by 200 feet, spooled, 
and DXN433-4, 16mm _ by 
400 feet, on core for dark- 
room loading. 

Kodak also announces 
availability of Tri-X Negative 
Film in a new 16mm, 100 
feet, spooled, specification. 
With the exception of dark- 
room-loading DXN433-4, all 
the new specifications include 
integral leader and trailer for 
loading in subdued light. 

For information, write 
New Products Desk, Busi- 
NESS SCREEN, Chicago 26. 

a 6 * 


Thermo-Fax Projection 
System Announced by 3M 

A projection system de- 
signed especially for use in 
business, education and gov- 
ernment is being manufac- 
tured by Minnesota Mining 
and Manufacturing Com- 
pany. 

The “Thermo-Fax” visual 
communications system com- 
bines a “Thermo-Fax” copy- 
ing machine, “Thermo-Fax™ 
overhead projector and new 
“T he rm o-Fax” projection 
transparencies—8!' x 11” 
plastic sheets which make 
high-quality reproductions of 
original documents for im- 
mediate projection in posi- 
tive, negative or colored 
form. 

A transparency is made in 
about four seconds on the 
dry-process copying ma- 
chine, and is immediately 
ready for projection. The 
transparencies are permanent 
and durable, and new data 
can be added by running 
them through the copying 
machine at any time. 

A speaker or instructor 
can make a_ transparency 
during his presentation. 

For information, write 
New Products Desk, Busi- 
NESS SCREEN, Chicago 26. 
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A-V CALENDAR: 1961 


January 12-14, 1961 


National Audio-Visual Assn. 
Mid-Winter Conference at the 
Statler-Hilton, Dallas, Texas. 


January 27, evening 


Committee on Int’l Non-Theatri- 
cal Events, awards presenta- 

tion, sereening. N. E. A. Audi- 

torium, Washington, D. C. 

February 7 

Int’l Broadcasting Awards, in 
cluding t.v. commercials, at 

Awards Banquet, Moulin Rouge 

Hollywood, Calif. 


February 13-15 
Calvin Film Workshop, at Cal- 
vin Productions, Inc. Kansas 
City, Mo. 


February 21-23 
NAVA Western Conference, 


Coronado Hotel, San Diego, 
California. 


March 30-April 1 


Industry Film Producers Assn. 

2nd Annual Convention, Trade 
Show. Miramar Hotel, Santa 
Monica, California. 


April 24-27 
Industrial Audio-Visual Assn. 


Annual Meeting, Edgewater 
Beach Hotel, Chicago. 


April 24-28 
Dept. of Audio-Visual Instruc- 


tion, NEA, Nat'l Convention i. 
Deauville Hotel, Miami Beach. 


May 1-5 


. . . oo ol . . ij 
American Society of Training 


Directors, 17th Annual Con- | ma g ne t Ic 


> - | 
ference, Bellevue Stratford Ho 


tel, Philadelphia. \ t rans fe r 


= \ \ ; 
mache: \\ 16m 
Society Motion Picture & Tele- ‘ _* m Pe . 
vision Engineers, 89th semi Y a = Gy 
; re . \ ~ ss x a 4 
annual convention. King Edward \ Se - 
Sheraton Hotel, Toronto, Can. 


May 23 & 24 
Day of Visuals: Nat’! Visual 
Seesentation Aon ete) Reo Experts can work wonders with the force of a Magnetic Field! 
sevelt. New York. When Colburn Laboratory Engineers transfer your magnetic sound, 
you can count on the best balance for faithful reproduction. 
June 12-16 . Our versatile sound facilities are well known throughout 
8th Int’l Advertising Film Fes the 16mm industry for single or multi-channel magnetic transfers to: 
tival, Cannes, France. 16mm mixed magnetic tracks / 16mm optical printing tracks 
16mm striped prints / *8mm striped prints 
July 17-21 ee eee 
3rd Annual Visual Workshop, ee 
U. S. Department of Agricul- 
ture, Washington, D. C. 


oe » 4m GEO. W. COLBURN LABORATORY Inc. 


ae 164 NORTH WACKER DRIVE / CHICAGO 6, ILLINOIS 


tion & Trade Show. Morrison 
Hotel, Chicago, Ill. 


n printing, striping, and sound transfer 
service’ now available. Write for details. 


COMPLETE LABORATORY SERVICE FOR 16MM / EDITING / RECORDING / TITLING / RELEASE PRINTING / WORK PRINTING / 35MM SLIDE AND FILMSTRIP SERVICE 


September 13-15 
9th Annual Columbus Film Fes- 
tival, Columbus, Ohio. Entry 
closing date: July 15, 1961. 
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IT’S THE PICTURE THAT COUNTS... 


and MPO camera crews travelled over 25,000 miles to get “A pounding, graphic and splendidly photographed docu- 
the pictures for Gulf Oil Corporation’s film “Unseen mentary...whose (Gulf Oil) plugs are jolly well justified.” 
Journey” For quality motion picture production, more and more 
quality accounts have found that it costs no more to trust 


» desert by helic *r, by pe » bos . i iam , ; 
Into the desert by helicopter, by paddle boat up the Loui their film projects to a creative producer ... MPO. 


siana bayous, by plane, truck and launch, the MPO team 
followed the flow of oil from the wells to the refineries, For further information regarding MPO’s creative staff 
tracing the often complicated, always unseen product. and studio facilities, or to arrange a screening of recent 
Reviewing “Unseen Journey”, the New York Times said: MPO productions, call Judd Pollock at MU 8-7830 in N. Y. 


MPO Produetior ne., ad n of deotronics * 15 East 58rd Street, New York 22, N. Y. + also in Detroit, Chicago, Hollywood 
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The Case for the Company Film Specialist 


Better Auilie-Visual Results Can Be Achieved With an Integrated Program, Says Tom Willard 


URING THE Past 30 Years there has ap- 
peared on the business scene a new 
phenomenon: the integrated audio- 

visual program, administered by a film spe- 
cialist. 

By “audio-visual program” we mean more 
than motion pictures and slidefilms; we in- 
clude every type of auditory and/or visual aid 
from lecture facilities to still pictures. Our 
concern, moreover, extends through the whole 
range of business applications: public rela- 
tions, employee relations, sales promotion, 
training, and the like. 

Complete Department—or Just One Man 

This new phenomenon takes on a number 
of different forms when translated into cor- 
porate structure. There may be a complete 
audio-visual department, possessing all the 
means for production and headed by a spe- 
cialist who thus becomes a department man- 
ager; or there may be only a single individual 
whose duties are to coordinate and advise. 
There are all varieties of corporate arrange- 
ments between these two extremes. 

One of the more popular approaches calls 
for a very small unit, usually one responsible 
man aided by a secretary. This unit supplies 
three essential ingredients—initiative, knowl- 
edge, and vigilance—to every phase of a com- 
pany’s audio-visual activities. 

The important thing is that the company 
specialist, as distinguished from the specialists 
on the producer’s staff, is company-informed 
and company oriented. He of course serves as 
the prime point of contact between company 
and producer. 

Why Companies Integrate Audio-Visuals 

The reasons why many companies have in- 
tegrated their audio-visual activities, under a 
film specialist, are the same as those which in- 
fluence management decisions everywhere: 

(a) They want to save money; 

(b) They want to improve results. In order 
to save money, however, it is evident that a 
company must do a total amount of audio- 
visual work sufficient to occupy the time of 
one man. At this point two questions must be 
asked: 

(a) Are the total activities really taken into 
account? Many companies carry on a surpris- 
ingly large amount of audio-visual work in 
separate corners of the organization. Consider- 
able effort is expended, but there is no coordi- 
nation of aims or material. Films from outside 
sources (which can play a vital role in many 
programs) are used, but in a hit or miss fash- 
ion. They are brought in as someone happens 
to hear of them. 

(b) Are the 


audio-visual activities which 
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have been undertaken in the past sufficient to 
match the company’s progress and plans for 
the future, especially in the modern field of 
communications? Would the introduction of a 
much more vigorous program help the com- 
pany? 

The answers to these questions will go far 
toward determining whether or not a company 
should review its thinking in the audio-visual 
communications area. 

There is, indeed, a strong trend in the direc- 
tion of the consolidation of which we speak. 
A leading example is General Dynamics, 
which just last winter created the post of “Au- 
dio-Visual Supervisor” at the corporate level. 

In what way can a film specialist save 
money and improve results for his company? 


I shall divide the answer into six parts: 


(1) PROCUREMENT 


© The key factors in Procurement are: (a) the 
specifications, and (b) the evaluation of per- 
formance. Neither of these tasks is simple in 
the case of an audio-visual presentation. Pro- 
duction techniques are complex; the criteria 
for measuring effectiveness are imprecise. 

It is comparatively easy to write the specifi- 
cations for and then measure a piece of hard- 


" ware, but how do you do this with a script, a 


scene, or a bit of editing? Only a man who 
lives with these things daily is competent to 
deal with matters such as this. 

He Must Understand Film Production 


Someone loyal to the company should of 
course have a thorough knowledge of produc- 
tion costs, both for planning a program and 
for approving bills. 

To take one example, let us assume plans 
for a motion picture are being drawn up, and 
there is a question regarding economy of 
photography in various factory areas. 

In cases like this the cost often depends 
upon a complex relationship between room 
size, available power for lighting, increase in 
film grain with speed, and at least three other 
pertinent variables. 

There should be a company man on the 
spot, familiar with all the possible rooms, with 
company schedules, etc., who also has the 
technical knowledge to deal with such prob- 
lems. 

Or taking another example, let us now as- 
sume production is finished and a 35mm color 
negative is ready for printing. Should the 
16mm prints be made by the direct imbibition 
method, or via a 35mm positive, with a 16mm 
reversal print being made from that? A deci- 
sion here calls for more than technical under- 
standing—which the producer could supply. 


It calls also for day-to-day familiarity with the 
company’s future plans. 


(2) SUBJECT RESEARCH 

e Someone must confirm the central purpose 
behind any plan for a visual presentation and 
collect quantities of just plain facts. This can 
be done by lay personnel on the company 
staff, or indeed by the producer’s scriptwriter. 

The point is that the company specialist, 
essential on other counts, can save his em- 
ployer money in this area also. He knows ex- 
actly what to look for in surveying a subject, 
saves the time of middle echelon personnel 
less well equipped for this task, and can more 
efficiently do some of the preliminary digging 
which the professional scriptwriter would 
otherwise do—and charge for. 

Most importantly, he accumulates a thor- 
ough knowledge of company policies and the 
subject matter of each film, so that he can 
save top company officials many hours of time 
and inconvenience after production starts. 
This brings us to his duties under LIAIson, 
which is our next concern: 


(3) LIAISON 


e There must be one man in the client's or- 
ganization to whom a producer can turn for 
information, routine approvals, and to get help 
with arrangements. 

The prime requisite is that this man be 
available. | have known producers to increase 
their contingency when making a bid, because 
they knew from experience that, with a par- 
ticular client, they would be dependent for 
liaison on hard-to-reach executives. These ex- 
ecutives, with the best will in the world, are 
often too busy to make themselves available 
as needed. 

Ready Answers to Producers’ Problems 

If in addition to availability, the liaison man 
is familiar with production processes, we have 
a condition for maximum efficiency. Questions 
repeatedly arise during production which re- 
quire a balancing of client considerations and 
technical film considerations, one against the 
other. 

For example, let us assume that photo- 
graphing a scene in a certain manner will in- 
terfere with factory operations, and cost a 
client money for that reason. There is an al- 
ternative way, but the producer says it won't 
give as good results. (A producer must be 
“tough” in situations like this, because it is he 
that will be held responsible for the final 
effect. ) 

How can a question like this be resolved 
except by a man who, in the first place, knows 
(CONTINUED ON THE FOLLOWING PAGE) 
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THE CASE FOR THE COMPANY FILM SPECIALIST: 


(CONTINUED FROM THE PRECEDING PAGE) 


film, so that he can visualize and judge the loss 
of effectiveness which will result, and who at 
the same time knows the client’s problem, so 
he can assess the inconvenience? 

Neither party, standing alone on either side 
of a gulf created by differences in primary 
purpose and in technical understanding, can 
make an intelligent decision without at least 
the counsel of a man who has knowledge of 
both operations. 

There is also a very important dividend to 
be derived from this arrangement. The film 
specialist is frequently the only man who can 
and does suggest a third alternative, which will 
not have any of the drawbacks of the other 
two. Being intimately familiar with all features 
of the client’s situation, and with all the re- 
sources of film, he can shift the two sets of 
factors about in his mind until he fits them to- 
gether in acceptable fashion. No one else can 
do this. 

It’s the old case of placing a man in a po- 
sition where he can function as a “bridge” be- 
tween two groups pursuing the same ends, but 
operating in different areas. Nothing could be 
more commonplace (or more practical) in 
management philosophy and practice. 


(4) COORDINATION 

¢ The concept of the “clearing house” is com- 
mon to any business. A company should have 
a clearing house for matters pertaining to film 

More than one department usually makes 
films or has an interest in films; more than one 
type of film is usually made; there may be 
several producers involved, in the present or 
in the past. To compensate for this divergence, 
there should be a single office where informa- 
tion pertaining to all of these activities is col- 
lected and filed, where schedules and opera- 
tions are coordinated to avoid conflict, and 
where people can go to ask any questions re- 
lating to the film sector. 

In addition, there are thousands of individ- 
ual scenes, pieces of art, sound track, etc., 
which constitute the building blocks for the 
films which are made. Many of these can be 
made to do double or triple duty, by being 
used in a production other than that for which 
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The author of this article has been associated 
with the film industry for 28 years. In 1932 he 
founded Willard Pictures and produced several 
hundred training and industrial films from the 


In the latter year, he joined American Bosch 
Arma Corporation to inaugurate and manage a 
motion picture program (as a “film specialist,” of 
course!). As this issue goes to press, Tom 
Willard has returned to the production side of the 
street, but still retains his interest in audio-visual 


EpiTors 


they were originally designed—provided there 
is a central agency aware of their existence 
and location. 

Stills can frequently be used in movies; 
35mm movie frames can sometimes be used 
as stills; both can be used for making 2 x 2 
slides and vu-graph slides. This only begins to 
cover the exchange of uses which is possible. 
It suggests the money which can be saved by 
COORDINATION. 

(5) SUPERVISION 
® Supervision is among the most important 
functions of the film specialist. 

Client supervision of a subcontractor can 
be excessive and harmful, but applied at the 
right times and in the right manner, it is, of 
course, essential. Lack of supervision does not 
work in this field one bit better than in any 
other field. 

The necessary supervision can be provided 
either by an official of the company who is not 
a film professional, in time taken from other 
business—or it can be provided by a film spe- 
cialist. The time of the latter is no more ex- 
pensive than that of any other capable exec- 
utive, and he can do a much better job in this 
area. 
(6) KEEPING ABREAST OF 
AUDIO-VISUAL DEVELOPMENTS 
e Equipment, materials, and production meth- 
ods in the audio-visual industry are being im- 
proved so rapidly that no man can keep up 
with them on a “now-and-then” basis. It takes 
continuous contact with the field. Moreover, if 
a company is to maintain an advanced posi- 
tion in respect to communications, internally 
and externally, it must keep abreast of these 
developments. 

This can be done most economically by a 
film specialist on the company staff, because 
he will automatically keep informed in the 
course of his other work. He will gather in- 
formation from audio-visual suppliers, from 
film producers as he associates with them in 
conferences and on the set, and from every- 
one and everything he comes in contact with. 

His acquisition of knowledge will benefit 
from his multiple activities, but in addition to 
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General Foods Presents a 


Colorful and Appetizing 
Look Into Test Kitchens 


Sponsor: General Foods Corporation 
TITLE: Someone's in the Kitchen, 

color, produced by On Film, Inc. 

General Foods wants its big customer— 
“The American Homemaker”—to know that 
the link between the Corporation and its prod- 
ucts and her home kitchen is General Foods 
Kitchens—130 home economics experts set 
up along with a monumental array of ranges 
and refrigerators at White Plains, N. Y., and 
instructed to prove that every General Foods 
product and recipe will turn out as it is sup- 
posed to 100% of the time. 

General Foods doesn’t disparage Grandma’s 
old-time victuals, but says there is an easier 


20 min., 


Kitchen’s busy as On Film’s crew prepares for 
close-up for new General Foods’ film. 


way. Someone's in the Kitchen is the vicarious 
proof of the pudding. It is doubtful if there 
have ever been so many delightful, entertain- 
ing cream puffs on the screen at one time as in 
this epic of modern home cookery. Not only 
are cream puffs heavily featured, but fancy 
layer cakes and mountains of tempting peanut 
butter and jelly sandwiches. And waffles. And 
chocolate eclairs. Please pass the Metrecal. 

Two nice home kitchen sets—warm 
solid, not too dainty—are counterpoised in the 
General Foods Kitchens by limbo back- 
grounds of utter white with unfocussed lenses 
aimed at pastiches of Jello. They threw away 
the mold in this high-key, wonderfully original 
film. 

The sound track is all wild—stuff that 
seems as if picked up kitchen-side almost any- 
where. The screen shows some General Foods 
vanilla pudding samples: a woman’s voice 
says, peevishly, “It may taste okay, but who’s 
going to stand there and stir it for fifteen 
minutes.” 

The point is that you don’t have to stir 
pudding very much any more. The 130 ladies 
at General Foods Kitchens have fixed that. 


and 
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Other sccaes show such examples of fine mod- 
ern cookery as the delicious television-style 
dinner trays—the kind with the tin-foil gravy. 
All of this food photography is close-up, tight- 
ly cropped, very McCall’sie. 

Everybody at On Film seems to have taken 
a hand in the production. Screen credits list 
almost the whole staff. General Foods makes 
spec’! mention of Tracy Ward, wife and part- 
ner of On Film’s president Robert Bell, and 
Charles Lisenby, who together designed the 
sets and special effects; William Neff, pro- 
ducer (this film was his first); and Ellen Cur- 
rie, script writer. 

Someone's in the Kitchen will be available 
to interested group audiences through all of- 
fices of Association Films, Inc., 347 Madison 
Avenue, New York. Vt 


BRB. F. Geedrich Picture Gives 


A Look-Ahead for Youth 
on Careers of Space-Age 


A word of advice on choosing careers is 
now being offered to teenagers in a film from 
the B. F. Goodrich Company—and the word 
is, “try a space career.” 

The recently premiered motion picture 
which carries the suggestion is Tommy Looks 
at Space. It traces the development of space 
suits from famed pioneer pilot Wiley Post’s 
first use of a high-altitude suit in 1934 to cur- 
rent models that can take a man into space 
and bring him back. alive. 

Produced primarily for teen-age high school 
audiences, but also interesting to most adults, 
the 19-minute entertainment-educational film 
uses live action and animation to illustrate the 
major hazards man must overcome if he is to 
travel safely in space. 

For authenticity in the story of space suit 
development, the film was shot on location, 
including scenes at the Smithsonian Institu- 
tion, Washington, D. C., and the Naval Air 
Test Center, Patuxent River, Maryland. 

General Jimmy Doolittle, chairman of the 
board of Space Technology Laboratories, Inc., 
Los Angeles, appears in the film from Los 
Angeles to relate his association with the first 
space suit. Sequences shot in B. F. Goodrich’s 
Akron, Ohio, plant show highlights of current- 
day space suit manufacture. 

Tommy Looks at Space emphasizes the 
message that the 20th century’s newest, most 
glamorous, and, perhaps, most rewarding ca- 
reers—space scientist and astronaut—are 
open only to those young people who are will- 
ing to work hard in high school on subjects 
that qualify them for science courses in col- 
lege. 

Atlas Film Corporation, Chicago, produced 
the film for B. F. Goodrich. Local B. F. 
Goodrich representatives will handle arrange- 
ments for school showings and for other in- 
terested groups. 

The space film is a continuing chapter in 
B. F. Goodrich’s program of public service 
films and cartoon books (free teaching aids). 
Other titles are Tommy Gets the Keys, a high- 
way safety film, and the informational Tommy 
Looks at Farming. 
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Ethyl Films Contribute to Oil Refinery Safety 


Two Useful Titles on Air. Water Dangers Meet Vital Training Need 


Sponsor: The Ethyl Corporation. 


TitLes: Danger! Water! and Danger! Air!, 30 
min. and 35 min., color, produced by Au- 
dio Productions, Inc. 


Water and air, necessities of life and im- 
portant to so many manufacturing operations, 
can be terrible dangers in the processes of oil 
refining. When water or air are where they 
shouldn’t be—in pipes and tanks, especially 
during start-ups and shut-downs—they can 
cause explosions and other serious accidents 
which can be damaging to equipment and po- 
tentially dangerous to refinery employees. 

As a part of its continuing service to the oil 
industry, Ethyl Corporation has prepared 
companion films on these two dangerous ele- 
ments of refinery operation. Danger! Water!, 
introduced two years ago, proved to be so use- 
ful to oil refiners all over the country that the 
second film, Danger! Air! has just been re- 
leased to take a similar place in the training 
operations of refinery management, engineers, 
operators and safety men. 

Demonstrate “Water Shots” and “Foam Overs” 

In Danger! Water!, the tremendous expan- 
sion that takes place as water changes to 
steam is shown by animation. “Water shots” 
and “foam overs” are demonstrated on a lab- 
oratory scale. Actual case histories showing 
the disastrous results of “water shots” are 
shown in animation. 

Since water generally accumulates at vari- 
Ous points in process units during shut down, 
there is a greater water hazard during the ini- 
tial phases of “start up.” The viewer is taken 
through a typical “start up” procedure on a 
catalytic cracker and shown the steps taken 
to expel water and place the unit safely “on 
stream.” 

Since “foam overs” have caused some of the 


Afrermath of an avoidable refinery accident: 














































most costly refinery fires on record, a tour 
through the tank farm points out precau- 
tionary procedure in this end of the operation. 
The viewer is even allowed a glimpse of re- 
pairs inside a hot oil storage tank. 

Shows Basic Principles of Combustien 

Danger! Air! begins with a brief review of 
some of the basic principles of combustion. It 
is shown by laboratory demonstration that 
naphtha vapor mixed with air in the flammable 
range readily explodes. When pure oxygen is 
used a much more violent explosion takes 
place. A large glass tube is used to show how 
flame speed increases when a more explosive 
mixture is ignited. This leads the audience to 
the fact that when flame speed reaches the 
speed of sound, a super-explosion or detona- 
tion occurs. Animation is used to explain the 
mechanism of the tremendous force of det- 
onation—the cause of some of the major re- 
finery disasters in recent years. The ability of 
detonation to reproduce as long as fuel and 
air are present is shown by field demonstra- 
tion and aerial views of a pipeline that blew 
out for 27 miles. 

Rigorous control of air is necessary with a 
process where air is required as part of the 
operation—-the example taken is the fluid 
catalytic cracker. Animation takes the viewer 
inside the unit to show how a balance between 
air and oil is established during start-up and 
maintained during operation. 

Ethyl Library Now Includes 26 Pictures 

Danger! Water! and Danger! Air! are part 
of the extensive Ethyl film library now com- 
posed of 26 films—all designed as a service to 
the oil industry. These films range in subject 
from basic instruction in automotive engine 
principle to recruiting films for service station 
personnel, refinery training films such as the 
(CONTINUED ON PAGE FIFTY-FIVE) 
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USS Triton leaves General Dynamics’ shipyard at Groton, Conn. 


Triton’s Historic Voyage Re-Lived on Film 


Nuclear Sub’s Undersea Global Cruise Shown in “Beyond Magellan” 


Sponsor: General Dynamics Corporation. 
TitLe: Beyond Magellan, 27 min., color, co- 
ordinated by the sponsor from footage by 

Photographer’s Mate Meadows. 

The world’s largest submarine, the atomic- 
powered USS Triton, dived under the waters 
off Montauk Point, New York, last February 
16, sailed around the world submerged, and 
came back to the surface off the coast of Dela- 
ware, 84 days later. 

Triton’s now famous voyage followed the 
course of Ferdinand Magellan in 1519-1521. 
Starting at St. Peter and St. Paul Rocks off the 
Eastern tip of Brazil, Triton rounded Cape 
Horn and proceeded west via Easter Island, 
Guam, the Philippines, through the Makassar 
Straits, round the Cape of Good Hope and 
back to St. Peter and St. Paul Rocks, the 
reference point for the 61-day, 27,324-mile 
circumnavigation. The ship thence paid a brief 
broaching call at Cadiz, Spain, before return- 
ing home. 

Aboard the Triton was Ray Meadows, Ph 
1/c, U.S.N., assigned to the ship as photog- 
rapher a few days before the trip began. Dur- 
ing the epic voyage, Meadows, who had re- 
ported aboard expecting duty only during a 
short shakedown cruise, shot some 7,000 feet 
of 16mm Ektachrome film—a complete record 
of the cruise and its high points. 

Using this material—all of excellent quality 
—General Dynamics Corporation, whose Elec- 
tric Boat Division built the Triton, has pre- 
pared a new 27-minute film, titled Beyond 
Magellan, for presentation to the Navy 

Some of the most impressive scenes in the 
picture, which was prepared under the super- 
vision of General Dynamics’ audio-visual di- 
rector, Sheldon Nemeyer, are periscope shots 
of the historic landmarks which the ship passed 


during the journey. Considering the difficult 
conditions for photography, the periscope 
scenes of Easter Island, Guam, Bali, Cape 
Horn and the Rocks are remarkably clear. 

Triton approached close enough to shere on 
one occasion that a member of the crew, 
Steward Mate Edward C. Carbullido, was able 
to get a good look at his home on Guam. 
In the Makassar Straits, Captain Edward 
L. Beach, Jr., the ship’s commander, raised 
periscope and found himself looking right into 
the eyes of a Filipino fisherman—the sole un- 
authorized person to detect the Triton during 
her entire voyage—and the fisherman, it was 
later determined, thought the periscope was a 
sea monster. 

Beyond Magellan shows the crew at work 
and during off-hours. Careful psychological 
notations were made of morale during the voy- 
age. High points include celebrations on cross- 
ing the equator, periscope liberty periods dur- 
ing which the entire crew could see such sights 
as Cape Horn and Easter Island. 

Also shown are scientific observations of 
water temperature, salinity, currents, and 
depth of ocean floor along the route. During 
one two-week period the ship was “sealed” — 
no air was taken on from the surface, and 
breathing air was “made” by purification tech- 
niques and by liberation of oxygen from 
“candles” made of sodium chlorate and 
powdered iron. 

General Dynamics Corporation, which sup- 
plied editing, narration and music to Photog- 
rapher Mate Meadows’ footage, turned over 
the completed film to the Navy for use as a 
public information vehicle. It is expected to 
have wide circulation on television and will be 
available to group audiences through the vari- 
ous Naval Districts. a 


Left: an unexpected 
meeting at sea as 
Triton’s periscope 
looks straight into 
eyes of a Filipino 
fisherman in Makas- 
This 
fisherman was sole 


sar Straits. 


unauthorized person 
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Smith, Kline & French Presents: 
A Medical Visualization 
of Nausea and Vomiting 


Sponsor: Smith, Kline & French Laboratories 

TitTLeE: The Mechanism and Control of Nau- 
sea and Vomiting, 28 min., color, Produced 
by Audio Productions, Inc. 

When nausea and vomiting—two of the 
most common symptoms of disease—occur, 
the physician generally takes the following 
steps: 

(1) he makes a provisional diagnosis to ac- 
count for the vomiting; 

(2) he stops the vomiting to relieve the pa- 
tient’s distress and apprehension, and to pre- 
vent dehydration. 

Unfortunately, while nausea and vomiting 
are frank and unmistakable symptoms of dis- 
ease—and can generally be quickly relieved 
by present-day antiemetic agents—their spe- 
cific cause is often obscure. This film deals 
with these symptoms in the light of significant 
new knowledge obtained during the past ten 
years. 

The film was designed to urge conservative 
management of nausea and vomiting, because 


Animation in new SKF medical picture was 
stylized like that of etched illustrations in clas- 
sic medical books. 


of its importance as a diagnostic sign, and to 
describe the use of phenothiazines in antieme- 
tic therapy. 

To accomplish these purposes Smith, Kline 
& French planned a film that reviews some of 
the disease states that cause vomiting, illus- 
trates the roles of the gastro-intestinal, res- 
piratory, and central nervous systems in the 
vomiting act, and describes the experimental 
evidence obtained during the past ten years on 
the separate functions of the vomiting center 
and the chemo-receptor trigger zone. 

The film also describes the pharmacological 
rationale for the control of vomiting with 
phenothiazine drugs, and the place of pheno- 
thiazine antiemetic agents in conservative 
therapy is discussed. 

Artwork and animation for the film have 
been stylized from the familiar etched illustra- 
tions of classic medical textbooks, and are an 
unusual and effective approach to the subject. 

Because nausea and vomiting are diagnostic 
signs of conditions which are mainly seen in 
general hospitals, the film is intended for 
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showing to surgeons, anesthesiologists, intern- 
ists and other specialists, general practitioners, 
residents and interns at staff, departmental 
and residence training meetings in general 
hospitals. 

Prints of The Mechanism and Control of 
Nausea and Vomiting are currently available 
free of charge from SK&F representatives, and 
from the SK&F Medical Film Center in Phila- 
delphia. Wy 


American Title Assn. Shows 


Safeguards to Property 


Through Title Insurance 


Sponsor: American Title Association. 
TitLeE: A Place Under the Sun, 20 min., color, 
produced by Jamieson Film Company. 

Probably everyone wants to own a piece 
of this earth, his “place under the sun”—but 
once he buys it, how can he be sure that it’s 
really his? 

A title to a given piece of land is inherently 
full of complications, and the means to keep- 
ing things straight lies in title insurance and 
title experts. 

The aim of a new animated motion picture 
created for the American Title Association is 
to explain the little understood background and 
function of title insurance. 

A Place Under the Sun traces the ownership 
of land and shows how that ownership can get 
snarled in the process of succeeding sales from 
one owner to another, thus pointing up the 
need for the title expert. 

Put into layman’s terms, the 20-minute film 
also dramatizes the fact that the value of 
land depends not only on its size, but also, 
to a great extent, on its usefulness. 

Animated sequences describe some of the 
things that complicate the title to a piece of 
land, for instance the fact that there are many, 
many ways to transfer title—by sale, gift, court 
decree, inheritance, etc.—and the fact that all 
kinds of partial interest in a piece of property 
may be sold or transferred, such as the mineral 
rights and an easement above or below ground. 

Produced by the Jamieson Film Company 
of Dallas for the Title Association’s head- 
quarters in Washington, D. C., A Place Under 
the Sun will be made available for public 
showings through member companies of ATA 
across the country. i 


Title investigator searches all the records skill- 
fully to guarantee a title. 
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J. Edgar Hoover’s report of the San Francisco 
affair identifies one of this group as attending 
the party's 17th convention. 


Archie Brown (gesturing above) is a veteran 
longshoreman and a former member of the 
party’s national committee, says the report. 


The Stormy Path of “Operation Abolition” 


Strong Feelings. Pro & Con, Greet Sound Film of Student Riots 


NE of the hottest subjects in Washington 
—indeed across the nation—is a 27- 
minute black and white film which has 

been praised, on one hand, for its courageous 
message to free Americans, and has been 
dubbed, on the other hand, “a curious little 
film fraud,” “mendaciously distorted” and 
“forgery by film.” 

The motion picture is called Operation Abo- 
lition. It received its title from a current com- 
munist drive which has been, according to the 
chairman of the House Committee on Un- 
American Activities, specifically designed to 
destroy that committee and to undermine 
J. Edgar Hoover, the FBI, and the security 
laws of our Government. 

Pictures Student Riots in San Francisco 

The film is about student riots in San Fran- 
cisco on May 13, 1960. It is sobering, exciting 
and shocking. It is the story about a day when 
demonstrations against the House Committee 
on Un-American Activities (HCUA) caused, in 
J. Edgar Hoover’s own words, “what experi- 
enced West Coast observers familiar with Com- 
munist strategy and tactics have termed the 
most successful Communist coup to occur in 
the San Francisco area in 25 years.” 

There is raging controversy over the film. 
Those who are stalwartly pro-Operation Abo- 
lition say an incredible smear campaign has 
been leveled towards the HCUA. Those who 
violently oppose the film intimate that narra- 
tion and editing deliberately distort the facts 
and suggest that the student riots were Com- 
munist inspired when, in fact, they were mere- 
ly student demonstrations against the unfair 
tactics of the government committee. 

Over 600 Copies of Film Already Sold 

George F. Johnston of Washington Video 
Productions, who produced the film on specu- 
lation for the HCUA—with their footage and 
their technical supervision and advice—reports 
that over 600 copies of the film have already 
been sold and there is no indication that in- 
terest in it is waning. 

Those who are ordering copies include the 
Who’s Who in industry, churches, universities 
and service organizations; WVP has even re- 
ceived “down payments” for copies from pa- 
triotically-fervent individuals. 

Here are examples of the furor which has 


been raised by this controversial picture: 

The WASHINGTON PosT has carried a series 
of editorials and has devoted a great deal of 
space in the “letters to the editors” column 
about the film which they have called a “prop- 
aganda movie” and a “flagrant case of forgery 
by film.” Post reporters did not view the film 
until after two editorials were written against 
it and four letters to the editor were published. 

The WASHINGTON STAR has carried glow- 
ing accounts of the film and have stated that 
they have seen the film as well as a report by 
FBI Director Hoover on the incident, and that 
they have concluded that the film and the facts 
are closely allied, and the film serves a useful 
purpose and should be exhibited. 

Arlington, Virginia, school board officials 
are debating inclusion of the film in high school 
social studies classes. Harvard liberal students 
have protested the film. 

Hoover’s Account an Important Preface 

David Lawrence of the NEw YorK HERALD- 
TRIBUNE, when praising the film, said it is far 
more sensational than news dispatches of the 
demonstrations indicated. Herblock of the 
WASHINGTON Post, in a cartoon titled “Cutting 
Room Floor” shows Truth being stabbed in 
the back by a HCUA committee member carry- 
ing a can of “doctored film” riots. 

It can only be suggested that two things be 
kept in mind. 

First, that J. Edgar Hoover’s dramatic, 
readable account of the riots which occurred 
during these hearings in San Francisco, May 
12-14, 1960 be read by serious viewers of the 
film before opinions are formed. 

Second, those who are quick to belittle Com- 
munist infiltration in our schools and universi- 
ties should remember the recent student riots 
in Japan, the demonstrations in South America, 
and the growing pattern of unrest with student 
groups in Cuba, Panama and elsewhere. 
On first day of riots, a college daily said riots 
were “sparked by students’; on second day, it 
said crowds were “passive” and there 
“police brutality.” 
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Promoting the Magazines: 


Editorial pages in these magazines help sell brand name products. 
McCall’s Presents a Wide-Screen View 


of Its Sales Power in the Women’s Field 


“Pages That Sell” Shows Women’s Interest in Advertising 


 gpreenigd is EAsiLy the maga- 
L zine of the year. It tops its 
field in advertising revenues, up 
50% over 1959. It has now tied 
its perennial competitor—Ladies’ 
Home Journal—in circulation, 
with a guarantee of 6.5 million. 
Two reasons for this dramatic 
rise stand out. The magazine, it- 
self, continues to be excitingly 
beautiful issue And 
McCall’s is estimated to spend 
over a million dollars a year on 
smart, heads-up promotion. The 
old “Togetherness” theme that 
McCall's coined a decade ago has 
been abandoned. McCall's 
Says it is for women only, takes 
dead aim on dual-audience 
Life, the Saturday Eve 
Look and the Reader's 
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Sell was produced for McCall's by 
Visualscope, Inc., which also does 
yeoman service for such other 
magazines as Ladies’ Home Jour- 
nal, Life, Time, and the Saturday 
Evening Post. 

The new presentation, written 
by McCall’s promotion director, 
Joseph Heller, points out that the 
editorial pages in the women’s 
service field—McCall’s, the Jour- 
nal and Good Housekeeping— 
sell hundreds of brand name prod- 
ucts to the most gigantic customer 
the world has ever known—the 
American Woman 
Media 
moment, 
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Except, the presentation says, 
when woman embraces a women’s 
service magazine and turns to the 
advertising in the medium as 
eagerly as she turns to the medium, 
itself. Pages That Sell goes on to 
explain that advertising constitutes 
a vital part of the service of Mc- 
Call’s, the Ladies’ Home Journal 
and Good Housekeeping, as it 
does not on TV, or in the mass 
dual-a udience magazines. The 
proposition is that the dual-audi- 
ence magazines would be just as 
good without advertising, as was 
the Reader’s Digest, but that in 
the women’s service magazines ad- 


vertising and editorial pages go 
hand-in-glove. 

Pages That Sell was shown 
throughout the country by two 
traveling units. Live narration was 
supplied by McCall’s advertising 
representatives Warren Erhardt 
and Bill Dunn. Technical opera- 
tions were carried out by Visual- 
scope representatives Marvin 
Green and Ed Rasch. 

The presentation has been so 
successfully received in its original 
wide-screen version that it has now 
been released in standard size for 
general use in individual presenta- 
tions by McCall’s spacemen. 


Bright Picture of the Woman’s Day Audience 


Aimed to Stimulate Media Buyers’ Study of Roeper Report 


Sponsor: Fawcett Publications, 


for WOMAN’S Day 
TitLe: A Number of Things, 14 

min., color, produced by Elek- 

tra Studios, Inc. 

Earlier this year, Fawcett Pub- 
lications, which bought the big 
supermarket magazine, WOMAN’S 
Day, two years ago, brought out 
a thick compendium of statistics 
gathered by Elmo Roper called A 
Study Among Certain Buyers of 
Woman's Day. The story goes 
about showing that the typical 
Woman's Day reader is_ well- 
heeled, oriented to hearth and 
home, and in all, a most desirable 
customer 
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Robert Yung, director Jack 
Goodford and crew have pro- 
duced unique effects that enhance 
the story line as well as provide 
a real sense of style to the setting. 

Example: when a particularly 
imposing statistic is mentioned in 


Daisy used to 


te “ 


was exemplify 


oman's Day reader 


the narration the figure i simul 
shown on the 
it 


7 s) 
“ ul dienitie wit on oe " 


tarecanusly “reen 


iw one Irene » tunny 


prune 


7 ~ Fite oor CE eee ee 


“ hy i ow 





THE LANGUAGE OF PICTURES #7 


HELPING Business FiLMs to “speak” effectively to their in- 
tended audiences are skillful production techniques like these, 
used to interpret key situations, to add emphasis and achiev- 
ing better understanding through adroit use of symbolic sets, 
lighting effects—often well within budget limitations. 


In this film on the 
principles and problems 
of inter-personal com- 
munication, physical 
backgrounds which might 
distract were literally 
sliced to barest sug- 
gestive minimum, so 
that audience attention 
was focused on people. 
Color lighting effects 
were also used for the 
same purpose in PAA’s 
“Speaking of Words.” 


That freedom from regular work routine can be a terrifying kind 
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the airline stewardess’ job frequently tend to ob- 
personal human relations aspects of her work. In 
physical backgrounds were stylized to high- 
stewardess’ emotional foreground. 
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Promoting the Magazines: 
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Editorial pages in these magazines help sell brand name products. 
McCall’s Presents a Wide-Screen View 


of Its Sales Power in the Women’s Field 


“Pages That Sell” Shows Women’s Interest in Advertising 


pel is EAsILy the maga- 
zine of the year. It tops its 
field in advertising revenues, up 
50% over 1959. It has now tied 
its perennial competitor—Ladies’ 
Home Journal—in circulation, 
with a guarantee of 6.5 million. 

’ Two reasons for this dramatic 
rise stand out. The magazine, it- 
self, continues to be excitingly 
beautiful issue after And 
McCali’s is estimated to spend 
over a million dollars a year on 
smart, heads-up promotion. The 
old “Togetherness” theme that 
McCall’s coined a decade ago has 
been abandoned. McCall's now 
says it is for women only, takes 
dead aim on such dual-audience 
books as Life, the Saturday Eve- 
ning Post, Look and the Reader's 
Digest 


issue. 


Coast-to-Coast Showings 

One important method of carry- 
ing the new promotion to agency 
guardians of the ad dollar is a new 
wide-screen presentation, Pages 
That Sell, which has _ recently 
traveled the country to 18 cities, 
playing before many major media 
buyers and advertising managers 


from coast to coast. Pages That 


Sell was produced for McCall’s by 
Visualscope, Inc., which also does 
yeoman service for such other 
magazines as Ladies’ Home Jour- 
nal, Life, Time, and the Saturday 
Evening Post. 

The new presentation, written 
by McCall’s promotion director, 
Joseph Heller, points out that the 
editorial pages in the women’s 
service field—McCall’s, the Jour- 
nal and Good Housekeeping— 
sell hundreds of brand name prod- 
ucts to the most gigantic customer 
the world has ever known—the 
American Woman 

Prime Target for All Media 

But pity, for a moment, poor 
woman—prime target for ever) 
sales force in every media. From 
early morning to late at night 
woman is besieged with hundreds 
of advertising messages—one af- 
ter another. Much of what she 
hears, however, she doesn’t listen 
to—she sees without watching— 
she surrounds herself in a wall of 
disinterest. She watches 
the same TV programs week after 
week and remembers everything 
about them—but the name of the 
sponsor 


selective 


Benefits of McCall’s “Pages That Sell’ are outlined by narrator as De- 


troit agency audience views the 


Visualscope-produced presentation. 


Except, the presentation says, 
when woman embraces a women’s 
service magazine and turns to the 
advertising in the medium as 
eagerly as she turns to the medium, 
itself. Pages That Sell goes on to 
explain that advertising constitutes 
a vital part of the service of Mc- 
Call’s, the Ladies’ Home Journal 
and Good Housekeeping, as it 
does not on TV, or in the mass 
dual-a udience magazines. The 
proposition is that the dual-audi- 
ence magazines would be just as 
good without advertising, as was 
the Reader’s Digest, but that in 
the women’s service magazines ad- 


vertising and editorial pages go 
hand-in-glove. 

Pages That Sell was shown 
throughout the country by two 
traveling units. Live narration was 
supplied by McCall’s advertising 
representatives Warren Erhardt 
and Bill Dunn. Technical opera- 
tions were carried out by Visual- 
scope representatives Marvin 
Green and Ed Rasch. 

The presentation has been so 
successfully received in its original 
wide-screen version that it has now 
been released in standard size for 
general use in individual presenta- 
tions by McCall’s spacemen. 


Bright Picture of the Woman’s Day Audience 


Aimed to Stimulate Media Buyers’ Study of Reper Report 


Sponsor: Fawcett Publications, 


for WOMAN’s Day 
TitLe: A Number of Things, 14 

min., color, produced by Elek- 

tra Studios, Inc. 

Earlier this year, Fawcett Pub- 
lications, which bought the big 
supermarket magazine, WOMAN’S 
Day, two years ago, brought out 
a thick compendium of statistics 
gathered by Elmo Roper called A 
Study Among Certain Buyers of 
Woman's Day. The story goes 
about showing that the typical 
WomMan’s Day reader is_ well- 
heeled, oriented to hearth and 
home, and in all, a most desirable 
customer. 

High on the Interest Factor 

A Number of Things is a 
filmed capsule of the story—de- 
signed to titillate its media buyer 
audiences rather than bowl them 
over with facts and figures. The 
film strives to avoid the pitfalls of 
being too cute and contrived— 
afraid of all the numbers in the 
study, yet it shuns, also, the 
straight graph and chart. It asks 
for no decision, but consideration. 

Some of the facts to consider: 
that the magazine is 100% in 
single copy sales; circulation is 
over four million—about double 
the figure of two years ago; and 
it is now sold in 12,000 super- 
markets, up from 4,200 in 1958. 

The film is mostly in stop mo- 
tion, using such live objects as 
real daisies (a recurrent theme of 
the Woman’s Day reader), 
watches and rag dolls, all of 
which represent items in the 
study. 

Effects to Achieve Style 

Elektra’s bag of tricks are rare- 
ly performed on the optical 
bench. Entirely in the studio, and 
on the animation stand, producer 


BUSINESS 


Robert Yung, director Jack 
Goodford and crew have pro- 
duced unique effects that enhance 
the story line as well as provide 
a real sense of style to the setting. 

Example: when a particularly 
imposing statistic is mentioned in 


Daisy was used to exemplify 
the Woman's Day reader. 


the narration the figure is simul- 
taneously shown on the screen— 
for one frame. It is a funny spoof 
on the subliminal, but it gets the 
message across with conviction. 

The script, by Lawrence Ra- 
vitz, has humor; the design, by 
Paul Harvey, has style; and the 
music, by jazzman Don Elliot, 
provides just the right back- 
ground. Elliot is featured on the 
original track as mellophone play- 
er, and doubles on the rhythmic 
adding machine, to boot. 

Won a Festival Citation 

Fawcett representatives who are 
taking the film into advertising 
agencies and to advertisers, find 
it does an excellent job of stirring 
up interest in the Roper Study. 

A Number of Things won an 
Honorable Mention at the recent 
San Francisco Film Festival. & 
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THE LANGUAGE OF PICTURES ¥ 


HELPING BUSINESS FILMs to “speak” effectively to their in- 
tended audiences are skillful production techniques like these, 
used to interpret key situations, to add emphasis and achiev- 
ing better understanding through adroit use of symbolic sets, 
lighting effects—often well within budget limitations. 








In this film on the 

principles and problems 

of inter-personal com- 

munication, physical 

backgrounds which might 

distract were literally 

sliced to barest sug- 

gestive minimum, so 

that audience attention 

was focused on people. 

Color lighting effects 

were also used for the 

same purpose in PAA’s Physical details of the airline stewardess’ job frequently tend to ob- 

“Speaking of Words.” scure all-important personal human relations aspects of her work. In 
PAA’s “Roses for Routine,” physical backgrounds were stylized to high- 
light passengers and to put them in stewardess’ emotional foreground. 


LL 


Leet wanes 
That freedom from regular work routine can be a terrifying kind 
of imprisonment is suggested with visual power by an abstract 


setting and “effects” lighting. The scene is from “A Man Is 
a Job” produced for the United States Employment Service. 


IMPORT € go 


Intimate knowledge of his territory is essential indoctrination for the 
salesman, This visual device (from PAA’s “Anatomy of a Salesman”) graph- 
ically, quickly pin-points key elements of territory knowledge and pre- 
sents each one as a study topic for subsequent discussion sessions. 
Highly-stylized symbolic backgrounds were among novel photographic tech- 

niques used in Bell System training film “Four Steps to Sales.” Purpose 

was to encourage women who sold telephones—by telephone—to visualize 

homes of prospective customers without restrictive realism in settings. 





To cover a country as vast as the United States, both geographically as 
well as in the historical context that shaped its culture, is 2 difficult 
problem. Solution (from PAA’s “U.S.A.”) was found in the use of art- 
work vignettes which re-created the flavor of the American past. 


ALL PRODUCTION SCENES COURTESY OF HENRY STRAUSS & CO. 
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Among Bay State’s guests at open house were (1 to r) Mr. and Mrs. 
Dean Waite (Simplex Time Recorder Company) shown with staffer 
Gene Bunting (at right) during a pleasant interlude. 


December 9th: GOOD Day at Bay State 


Happy Holiday Open House fer 200 as Annual Film is Unveiled 


A 200 FRIENDS and cus- 
tomers gathered at Bay State 
Film Productions’ big Studio “A” 
in Agawam, Mass. on December 
9th for the Annual Christmas 
Open House 

A main attraction, and one 
which regularly draws guests from 
all over New England, was the 
annual fun film presented at this 
time every year. The 1960 epic, 
billed as “a film you'll want to 
forget,” was titled A Bad Day at 
Bay State, and featured president 
Mort Read and _ vice-president 
Dave Doyle playing themselves on 
the hectic day that prospective 
client George P. Bixby, played by 
VP Harold Stanton, arrives to in- 
spect the premises. Chaos reigns 
supreme as nothing goes right dur- 
ing one horrible episode after an- 
other. A Bad Day at Bay State 
provided a wonderful 15 minutes 
for Bay State’s uproarious guests 
at the Christmas party. 

Leading up to this feature, 
other films had Lowell Thomas as 
a newscaster telling of the big do- 
ings at Agawam, short subjects 
featuring bloopers by such Bay 
State performers as Eva Gabor, 
and on-the-spot color movies 
made of the guests at last year’s 
open house. 


Studio “A”, site of this year’s 


frolic, is a most interesting room. 
Because of jet noises from nearby 
Westover Field it is a room with- 
in a room within a room .. . it’s 
real quiet. Every vent and outlet 

even air-conditioning units are 
completely sound-trapped. On the 
walls of an adjoining passageway 


Walter Brakey, Monsanto 
executive, at open house. 


are extraordinarily beautiful Ek- 
tacolor prints of scenes from Bay 
State films made by staff color 
technician Peter Volstadt. 
Business executives concerned 
with films and audio-visual activi- 
ties of over 40 of England’s 
largest industries turned out for 
the party, and a jolly good time 
was had by all. Lye 


Bill Arnold of LIFE (1) and Harris Stanton, Bethlehem Steel Co. (r) 


A Current 28-Minute Sound Picture Shows 


How Social Security Serves the Nation 


“Before the Day” Depicts Years Before and Afier Legislation 


WENTY-FIVE YEARS ago 

America took a big stride 
forward, a step that would guide 
its citizens out of the financial 
chaos of the troubled Thirties to- 
ward a more financially secure 
future. 

Social security was one of the 
major programs achieved for 
citizens in 1935, and in com- 
memoration, the Social Security 
Administration has put on film 
the dramatic story of the begin- 
nings, the operations and _ the 
benefits of that legislation. 

Before Social Security .. . 

Before the Day documents the 
years before social security, and 
the conditions of squalor and 
need in which people found them- 
selves when they were unable to 
find employment, unable to feed 
or care for themselves with no 
source of income. 

Stock footage from the past 
quarter-century of the nation’s 
history shows the opportunities 
that were available when families 
could head West and make a liv- 
ing off the land, producing crops 
and lumber, meat and. . . gold. 
Then with the growth of the ur- 
ban areas, people swarmed to the 
cities, working in industry and 
relying on their salaries. 

But when they got too old to 
work, they were out of a job; 


Irene Ridgeway, stricken with po- 
lio, has learned to draw and paint 
despite her great handicap . . . 


when they become physically dis- 
abled, they were out of a job; 
when industry slowed down, sala- 
ries stopped, and they were left 
out in the cold . . . literally. 
Today, 14 Million Benefit 
Today, with the government- 
sponsored protection against fi- 
nancial hazards of old age, dis- 
ability, death and unemployment, 
some 14 million people have an 


assurance that they can rely on 
some protection to keep going. 
They know that the system is 
working for them long before the 
day of need arrives. 

Well-filled with documentary 
historical footage, plus shots of 
the up-to-date electronic com- 


Robert McQuiston’s life is de- 
voted to caring for his deceased 
niece's seven children 


puter systems used to keep tab on 
the people receiving social se- 
curity benefits, this black and 
white film was scripted by Eric 
Barnouw and Gene Starbecker, 
with William Garroni directing. 

Also included are several short 
interviews with people typical of 
the many who depend on that 
monthly check being in the mail- 
box (see illustrations). 

The original musical score, ex- 
cellently geared to the tempo of 
the film, was composed by Ron 
Nelson of Brown University and 
performed by the U. S. Air Force 
Symphony Orchestra; narrator is 
Norman Rose. 

Milner-Fenwick, Inc., of Balti- 
more, Maryland, produced the 
2814-minute motion picture. 
Showings may be arranged 
through the nationwide regional 
offices of the Social Security Ad- 
ministration. 


13,000 Showings in 1960 

Social Security people estimate 
about 13,000 showings of Before 
the Day in 1960 will bring the 
picture to an estimated audience 
of 2% million people. 40% of 
these showings are in commercial 
theatres—account for 50% of 
this audience. Other millions were 
reached by an NBC network tele- 
cast on August 14, 1960, the 25th 
anniversary of the signing of the 
Act by President Roosevelt. 


BUSINESS SCREEN MAGAZINE 





The Editors of BUSINESS SCREEN present 


A Souvenir Folio of 


Original Music 


from Current Pictures 


Through the years, the music of many composers has brought 
enjoyment and new understanding to the sound tracks of sponsored pictures. 
In this and subsequent folios, the Editors of BUSINESS SCREEN 


present brief excerpts for piano or organ rendition at home or in the studio. . . 


1, Excerpts from the Coca-Cola Film 
“WONDERFUL WORLD” 


Original composition by Samuel Benavie for The Jam Handy 
Organization production in Eastmancolor. Recorded by a 56-piece 


concert orchestra for this colorful Coca-Cola panorama of global vignettes. 


2. Music from the Republic Steel Film 
“THE NEW WORLD OF STAINLESS STEEL” 


Original composition by Lloyd Norlin for the Wilding, Inc., 
production in Technicolor. Scored for four trombones, piano, bass, drums and 


vibes in modern tempo for this exciting new Republic Steel motion picture. 





Excerpts from “WONDERFUL WORLD” 
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Excerpts from “THE NEW WORLD OF STAINLESS STEEL” 
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Excerpts from “WONDERFUL WORLD” 
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Excerpts from “THE NEW WORLD OF STAINLESS STEEL” 


SCORED FOR FOUR TROMBONES, PIANO, BASS, DRUMS, VIBES 
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A “wonderland” 





sequence takes this youngster on a joyous shopping spree . . . 


An Imaginative Portrait of a Vibrant City 


“Mural - Midwest Metropolis” a Sperry and Hutchinson Film Tribute to Chicago 


WHE Depicatep TALENTS within a Chi- 
| cago film st udio— writers, director, 
cameraman, editor, art director, pro- 
duction manager, narrator and composer— 
have come together to paint on film this mural 
of their vibrant city and they have brought to 
the screen some rare qualities of imagination 
and understanding. 

To every Chicagoan who sees it, Mural- 
Midwest Metropolis, is his city come to life. 
This visual tribute to the town beside the Lake 
was sponsored by the Sperry and Hutchinson 
Company on behalf of its neighbor-merchants 
and produced for the “Green Stamp” founder 
by Chicago-born Fred A. Niles Productions, 
Inc. 

The lens-eye of Mural sweeps from a sea- 
man’s view of a world port to a window- 
washer’s on a tall skyscraper, looking down, 
and of a conventioneer, looking up. It follows 
the eyes of those who tour the city on a sight- 
seeing bus, who romance on a lake-front beach 
and window-shop “in the marketplace of 
imagination.” The men who paint a poster- 
mural of huge proportions know that “she is 
all these things and more, she is Chicago!” 

This picture of a typical Chicago day be- 
gins with the hustle and bustle of thousands 


Billboard mural symbolizes the spirit of both 
city and film as its words begin to form .. . 
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who enter the city from all directions. The 
sound track eavesdrops on fragments of their 
conversations while its visuals form a kaleido- 
scope of colorful bits to symbolize the thoughts 
and dreams of those who live and work in the 
city and of those who visit its shops, theatres 
and places of recreation. 

Sequences take fanciful flight in the amus- 
ing pantomimes of Paul Sand, who portrays a 
living manikin in a State Street show window. 
A wonderful bit of fantasy, seen in distortion. 
has an Alice-in-Wonderland quality as it fol- 
lows a young boy and girl through the magic 
of colorful displays—all their very own for 
a fleeting hour... 

Gordon Weisenborn directed Mural from 
the script which he, Selma Weisenborn and 
Mark Benny wrote. Andy Costikyan “painted” 
behind the camera and original music was 
composed by Sid Siegel (his “Chicago Mod- 
ern” suite is memorable). The music was ar- 
ranged and conducted by Dick Boyell. 

Editing by Frank Romolo and art direc- 
tion by Orville A. Hurt merit special mention 
as does Robert Henning’s sound work. The 
entire production was managed by Niles’ Bill 
Harder and narrated by Jerry Kauffher, with 
vocal interpolation by Len Dresslar. La 


. this inspiring challenge by which Chicago- 
ans live and work in the midwest metropolis! 








Innovations in automatic music are pictured in Seeburg’s slidefilm. 


Sound Slidefilms’ “Fast Draw” Helped 


Seeburg Increase Sales of Music Service 


Uses Salesmate’s Quick Setup to Show New Medel, Program 


oo Jack GORDON, vice - 
president for sales of the 
Seeburg Corporation, took over 
his new duties last year, he was 
faced with a difficult sales prob- 
lem—how to increase sales of his 
company’s phonograph division in 
an industry that had become har- 
dened to the usual sales calls by 
juke-box distributors and _ their 
operators. 

Gordon’s problems 
stated like this: 

(1) He wanted to introduce a 
new Seeburg juke-box that fea- 
tured an “Artist of the Week” 
program conceived by Seeburg. 
The entire face of the 
had been redesigned to quickly in- 
form customers that the latest se- 
lections on 33% rpm by leading 
artists were now available, and 
that the “Artist of the Week” 
would be changed frequently to 
encourage greater playing by pa- 
trons. 

(2) He wanted to announce to 
location owners that through a 
new patented mechanism the See- 
burg machine could play both 
3343 and 45 rpm records inter- 
changeably, and thus bring in 
more customers. 

Meets New Public Demand 

This was an important mer- 
chandising innovation in the juke- 
box business, for competitive ma- 
chines could only play 45 rpm 
records. The important point be- 
ing that the public has been shift- 
ing in its buying habits from 45’s 
to 33%’s, Seeburg wanted to 
stress that patrons now could play 


could be 


42 


machine 


the 334% records that they were 
buying for their home use. 

The problem was complicated 
by the fact that, in the past, dis- 
tributors had been reluctant to 
disclose where their locations 
were, such being the nature of the 
business. But Seeburg could bring 
this important message directly to 
the locations only with whole- 
hearted distributor cooperation. 

Nature of the Challenge 

In short, Jack Gordon had to 
prepare a program that would 
stimulate See burg distributors, 
and in turn its operators and loca- 
tion owners on the new Seeburg 
machines as well as the special 
musical programs available with 
them. And the program had to be 
ready to go within four weeks for 
an imporiant series of company 
sales meetings. 

rhe problem was a challenging 
one. Gordon turned it over to 
Visual Communications, Inc., 
New York, who had come up with 
a winning proposal to package a 
sound slidefilm presentation in a 
portable attache case, the Sales- 
mate. 

The advantages, as pointed out 
to Seeburg management, were that 
the unit could easily be taken into 
bars and other establishments and 
all that was required was to plug 
it in and it was ready to go. The 
screen folded out and by just 
pushing a button the Seeburg 
story would be told—effectively 
and interestingly, in color and 
sound. 

There would be no psychologi- 


Chicago Company's Nationwide Distributors Turn 


First Showings of Sound Slidefilm Into Orders 


cal barriers for the salesmen put- 
ting on the show—for there was 
no screen to set up, no focusing 
of film, no separate record to play, 
no darkening of the room or car- 
rying excess amounts of equip- 
ment. And at the conclusion of 
the show, the machine would turn 
itself off automatically. With its 
special features, the program was 
all set to go again at the flick of a 
button. 

The next step was to design a 
program that would convince the 
distributors that Seeburg had a 
major merchandising and market- 


Scenes point up public's interest 
in “Artist of the Week’ records. 


ing plan for the 1960's that their 
operators could use directly and 
successfully at locations. 


Shorter Version for Locations 

Two programs were written 
and produced, the first being di- 
rected at the distributor. This 
show had a running time of 11 
minutes. Near the end, reference 
was made that a shorter version, 
lasting six minutes and designed 
for location showings, would be 
shown after a discussion break. 
When the first film turned off au- 
tomatically there was a discussion 


period, and then by pushing the 
starter button on came the short 
show. 

This type of distributor meet- 
ing was held throughout the coun- 
try, and the results were all that 
Seeburg management had hoped 
for. 

Once the distributor was sold 
on the job that Seeburg could do 
with the film at the locations, per- 
mission was given to a Seeburg 
representative to accompany the 
operator to his locations. 

One of the major factors to 
write into the script was that the 
latest recordings from such artists 
as Mitch Miller, Johnny Mathis, 
Kay Starr, Peggy Lee and other 
juke-box favorites would be avail- 
able on the “Artist of the Week” 
program. This music in the pres- 
entation assured attention by all 
those viewing it. 

—and Here Are Some Results 

Results have been so good 
that the Seeburg distributors (sup- 
plied with the Salesmate and pres- 
entation throughout the country) 
have been pouring in sales suc- 
cess stories to Jack Gordon, who 
reports that the program has been 
a fabulous success. A distributor 
in Houston reports that in nine 
calls made there were nine sales. 
Five calls in Los Angeles resulted 
in five sales. Good results have 
been reported from Indianapolis, 
Dallas and other areas. 

Perhaps some of this sales suc- 
cess can be attributed to the man- 
ner employed in presenting this 
story to the locations. Because the 
Salesmate is so easy to set up the 
Seeburg man can place it on the 
bar with a minimum of fuss and 
announce to the patrons that they 
will see a short, entertaining film. 
While this may be a captive au- 
dience it is one that has really 
paid off . . . for when the program 
has been shown there is usually a 
loud clamor from the patrons to 
the owner to get a Seeburg ma- 
chine. In many cases the location 
owner has signed up immediately. 

The success of the 1960 See- 
burg program has resulted in a 
new order to Visual Communica- 
tions, Inc., to design a new tech- 
nique for the company’s sales 
campaign in 1961. 


* * «* 


Ep. Note: also currently in use 
is a Seeburg Salesmate program, 
narrated by Dave Garroway. It 
demonstrates background music 
for cafes, markets and offices. 
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A New 14-Minute Color Film Shows 


How Life Insurance Works and Serves 


Basie Principles Explained by Institute of Life Insurance 


Sponsor: The Institute of Life 


Insurance. 


TitLe: Life Insurance—What It 
Means and How It Works, 13 
min., color, sound, produced 
by Visualscope, Inc. 

A basic explanation film on life 
insurance—how it works and 
what it means to American fami- 
lies—has been produced for the 
Institute of Life Insurance by 
Visualscope, Inc. 

Live-action vignettes are em- 
ployed to show how life insur- 
ance helps people of all ages, en- 
gaged in different occupations 
and living in different parts of the 
country. Animation is used for a 
clear presentation of the prin- 
ciples upon which life insurance 
is based. 

How the risk-sharing principle 
of life insurance is developed, 
and how mortality tables are used 
are described in the 13-minute 
color motion picture. There is a 
discussion of the calculation of 
premiums, leading logically to an 
explanation of the level premium 
plan, and why premium levels are 
different for people of different 
ages. Savings values and the sig- 
nificance of interest earnings on 
policyholders’ funds are also ex- 
plained. 

A series of correlated booklets 
are available for use with the film 
in high school, college and adult 
education courses. Published by 
the Institute of Life Insurance, 
the booklets are distributed free 
in classroom quantities by the 
Institute. 

Since the approach of Life In- 


surance—What It Means and 
How It Works is at an adult level, 
the film is also appropriate for 
screenings by community organi- 
zations such as_ service clubs, 
women’s groups and others, as 
well as for television program- 


Clarence J. Myers, Chairman 
of the Institute, speaks at re- 
cent premiere of insurance 
film. 


ming. The Institute anticipates 
that life insurance companies will 
use it in home office orientation 
and agency training courses. 

Companion-piece booklets with 
the same title for audience distri- 
bution, giving most of the narra- 
tion and some illustrated high- 
lights from the cartoon artwork 
and live-action shots, are avail- 
able from the Institute at 3c per 
copy. 

Association Films and Modern 
Talking Picture Service are dis- 
tributing Life Insurance ... ona 
free-loan basis. Prints may be 
purchased for $75 from the In- 
stitute of Life Insurance, 488 
Madison Ave., New York 22. 


The scene: life insurance can be used to help finance a college degree. 
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4-H’ers recite their club pledge in this scene. 


The 4-H Movement and America’s Youth 


An Inspired New Picture Shows Meaning of Farm Organization 


_ SAM ORLEANS under- 
took the production of his 
third film for 4-H Clubs of 
America, he followed his previ- 
ous pattern and shot footage of 
the 4-H National Conference in 
Washington, D. C. But the re- 
sults, when reviewed in_ his 
screening room, were unsatisfac- 
tory ... it was just the same type 
of “meeting film” that had been 
done before. 

Sam Orleans decided he 
wanted something different. He 
wanted a motion picture that 
would have meaning for and 
about youth in general, including 
community service, citizenship 
and fellowship, with the thread of 
a 4-H theme running through it. 

4-H Leader Aids on Script 

Consequently, Stanley Schnei- 
der, a writer from the Orleans’ 
staff, got together with Ed Aiton, 
National Director of 4-H Clubs, 
and came up with a script that 
suited the needs and provided a 
searching look at 4-H work. 

With this new production, Sam 
Orleans has captured on film the 
spirit of the 4-H Clubs, the dedi- 
cation of head, heart, hands and 
health to betterment of self and 
community, and growth—physi- 
cal, moral and spiritual—as an 
important influence on America’s 
youth and the future of our coun- 
try. 

Story of a Typical Family 

Man Enough for the Job is the 
story of what happened when 4-H 
entered the lives of a very normal 
family. Concerned over his son’s 
apathy and indifference toward 
life and activity, a father finds 
himself at the point of losing 
something dear to him the 
deep, spiritual joy of a man 
watching his son grow to be a 
man. 

When the father’s job makes it 
necessary for the family to move 
to a small rural community, the 


boy comes in contact with the 
local 4-H Club through friends at 
school, and becomes interested in 
what the Club has to offer. 
Through the projects he under- 
takes as a member, he receives 
some of the first sense of satisfac- 
tion and self-worth he has ever 
experienced. A gardening project, 
for example, draws him and his 
family closer together, and in- 


The film’s family learns that they 
must leave the city and move to 
a small rural town... 


terests his young sister in becom- 
ing a 4-H member. 

From better family relations 
the boy moves to closer partici- 
pation in community life, helping 
with local problems and earning 
a feeling of civic pride. 

The boy’s attitude matures 
quickly and he shows his poten- 
tial leadership after a visit to the 
Nation’s capital. He realizes his 
heritage in living terms and feels 
a personal pride and responsi- 
bility in helping to carry it on. 

A Boy Finds Way of Life 

Working through the 4-H Club 
and taking on its goals—to stand 
tall, live tall, think tall, and “to 
make the best better’—the boy 
finds direction and drive, and is 
preparing to take his place in the 
world. 

The father is now confident 
that no matter what the future 
(CONTINUED ON NEXT PAGE) 
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Dedication of the National 4-H 
Center by President Eisenhower is 
pictured in film . 


SPIRIT OF THE 4-H: 
(CONTINUED FROM PAGE 43) 
holds, his son is Man Enough for 
the Job. 

Featuring a 4-H cast, the 25- 
minute color motion picture was 
filmed on location in Tennessee 
and Washington, D. C. Part of 
the Washington sequence, in ad- 
dition to views of 4-H’ers at gov- 
ernment buildings and national 
monuments, is the dedication of 
the National 4-H Center, at- 
tended by President Eisenhower. 

Adapted for Each State 

On the steps of the Center, a 
“home away from home,” the 
President charges the 4-H Club- 
bers to be “agents of knowledge 
and inspiration to Americans of 
today, tomorrow and the decades 
to come.” 

One of the highlights of the 
film is the provision for footage 
to be inserted into the film show- 
ing each state’s delegates to the 
Washington convention. When 
the film is shown in a particular 
state, the appropriate footage will 
be included. 

The excellent narration is han- 
died by Robert Gerringer, actor 
from Broadway, off-Broadway, 
summer stock and major televi- 
sion dramatic shows. 

How to Obtain This Film 

Organizations may purchase 
prints of the film as part of a 
community relations-public serv- 
ice program, and as a contribu- 
tion to the 4-H movement in lo- 
cal areas. These prints will be 
identified with the organization's 
name, the product or service, and 
the address of the purchaser in 
the title credits . . . plus the foot- 
age of that state’s 4-H group at 
the Washington conference. 

For showing to. schools, 
churches, civic, business and serv- 
ice groups, Man Enough for the 


Job is available for $250 from 
Sam Orleans Film Productions, 
Inc., 211 West Cumberland Ave- 
nue, Knoxville 2, Tennessee. 






A “FIRST” FOR THE SPONSORED FILM MEDIUM 


Hold World Premiere at the South Pole 


Leckheed’s “Rendezvous—80 South” Shown in Base Theatre 


“Now hear this. Now hear 
this. The world premiere of 


‘Rendezvous—90° South’ 
will be held in the station 
theatre at twenty hundred 
hours.” 


Sepa THROUGH the Naval 
Air Facility, McMurdo 
Sound, Antarctica, this salty bulle- 
tin heralded a new first for the 
frozen continent, as well as the 
motion picture industry. For the 
first time in history, a new spon- 
sored motion picture was being 
premiered at the South Pole. 

Fur parkas were in profusion 
as the dignitaries arrived for the 
premiere—but there was not a 
mink in the crowd. Rear Admiral 
David M. Tyree, Commander, 


U. S. Naval Support Forces, Ant- 
arctica, led the entourage of digni- 
taries who debarked from two 
snow weasels and entered the al- 
ready crowded makeshift theatre. 


Overhead, a ten foot banner 
proclaimed “World Premiere— 
McMurdo Sound, Antarctica” 


while a nearby poster ballyhooed 
the present attraction, Rendezvous 
—90°South. As the assembled 
audience stood at attention, Ad- 
miral Tyree led his guests to their 
seats. 

The visitors included Congress- 
man O. Clark Fisher of Texas, 
member of the House Armed 
Services Committee; Sir Arthur 
Neville, Director, Civil Aviation, 
New Zealand; Captain William H. 
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Church services under the wing 
of a Hercules C-130 transport at 
the base on the Ross Ice Shelf 
near McMurdo Sound ... 


Munson, Commander of the 
Navy’s famed VX-6 Squadron; Lt. 
Colonel Foy B. Frost, Commander 
9th Troop Carrier Squadron; and 
Captain Jack A. Eady, Chief of 
Staff to Admiral Tyree. 

Local photographers and cam- 
eramen added to the festive oc- 
casion as John E. White and Pete 
Roton formally presented print 
number one of Rendezvous—90 
South to Admiral Tyree on behalf 
of Lockheed /Georgia Division and 
the Motion Picture Unit. 

The Story of Their Lives 

Bearded men, hungry for con- 
tact with the outside world, 
watched with trigger-like anticipa- 
tion as the film unfolded the story 
of their daily struggle with the for- 
bidding elements of Antarctica. 
Blizzard scenes at the Pole Station 
caused parkas to be drawn closer 
and produced a noticeable reaction 
from the men of the “Deep Freeze 
Sixty One” Task Force. 

Rendezvous—90° South is a 
comprehensive survey of the activ- 
ities of a typical “Deep Freeze” 
year at Antarctica. Drawing on 
the historical footage of the U. S. 
Navy, Lockheed’s Motion Picture 
Unit has interwoven the old with 
the new for what responsible De- 
partment of Defense officials have 
called “. . . the best picture ever 
made on Antarctica.” 

Lockheed’s Set the Pace 

Lockheed’s interest in Antarc- 
tica stems from the record-shat- 
tering performance of Lockheed- 
built Air Force C-130 “Hercules” 
transports during early “Deep 
Freeze 60.” Equipped with both 
wheels and skis, the prop-jet cargo 
carrier is at once the largest air- 
craft ever to land at the South Pole 
and the first jet-powered aircraft 
to operate in Antarctica. A new, 
improved version of the ski- 
equipped Hercules, the C-130BL, 
is now flying ski-lift in Antarctica 
for the Navy. 
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(CONTINUED FROM PAGE 44) 
“marvelous,” “thrilling,” “wonder- 
ful” and “outstanding production” 
were heard over the ovation at the 
end of the 27'~-minute film. Nu- 
merous requests were made of the 
Lockheed representatives to “be 
sure they see that” in. . . “Alaska” 

. . “New Zealand” . . . “Texas” 
and “Kansas.” 

Admiral’s Warm Response 

Admiral Tyree expressed him- 
self as being highly pleased with 
the film and indicated that he was 
extremely proud that Antarctica 
was selected for the world pre- 
miere. 

Lockheed Cinematographer 
Joseph M. Shelton accompanied 
the first C-130’s to the South Polar 
regions early in the beginning of 
“Deep Freeze 60.” Working close- 
ly with Writer/Director J. Kermit 
Echols, the two men have suc- 
ceeded in creating a highly enter- 
taining as well as informative mo- 
tion picture on Antarctica. Robert 
Strickland, Manager of film pro- 
duction at Lockheed/Georgia was 
producer 

How to Obtain This Film 
This 27!-minute, 16mm color 
sound film has been cleared for 
non-theatrical as well as television 
showings. Prints are available on 
loan without charge to any re- 
sponsible group. Requests for 
bookings should be sent to Lee 
Rogers, Director of Public Rela- 
tions, Lockheed /Georgia Division, 
Marietta, Georgia. La 
* * 

Niles & Brunswick Intl. to Roll 
Worldwide Strike for Bowling 

The sport of bowling and its 
history—from the days of ancient 
Egypt when it originated, through 
duckpins, down to the present- 
day game of tenpins as it is 
known to Americans—is getting 
the treatment of animation and 
live action in an effort to pro- 
mote bowling throughout the 
world with motion pictures. 

Now under way at Fred A. 
Niles Productions, Chicago, is a 
15-minute featurette for Bruns- 
wick International, C.A. In ad- 
dition to the history angle, the 
film will also emphasize bowling 
as a sport of fun for everyone— 
young, old, family and friends, 

Planned for overseas 
the first of the year, the film’s 
sound track will be available in 
seven languages: German, Span- 
ish, Italian, Portuguese, Japanese, 
French and Swedish. 

The script for the Brunswick 
picture was written by John Ban- 
croft; director is Gordon Weisen- 
born, Academy and Edinburgh 
Festival Awards winner. i 


release 


AT LOCKHEED’S ANTARCTIC FILM PREMIERE 


Rear Admiral David M. Tyree, Commander, U.S. Naval Support Forces, 
Antarctica (r) accepts first print of “Rendezvous—90° South’ from 
Pete Roton (ctr) and John E. White (1) on behalf of Lockheed and 
the Georgia Division Motion Picture Unit at world premiere. 


Scratches on Film 





Irritate Audiences 


Scratches are havens for dirt, and 
refract light improperly. On the 
screen, they mar the picture and may 
distract attention. If on the sound 
track, they produce offensive crackling. 


Fortunately, scratches can almost 
always be removed — without loss 
of light, density, color quality, 
sound quality, or sharpness. 


Write for brochure 


EERLESS 


FILM PROCESSING CORPORATION 
165 WEST 46th STREET, NEW YORK 36, NEW YORK 
959 SEWARD STREET, HOLLYWOOD 38, CALIF. 


Godfrey in New Cancer Film; 
Answers Most-Asked Questions 

Arthur Godfrey, radio and tele- 
vision personality and honorary 
education chairman of the Ameri- 
can Cancer Society’s 1961 Cru- 
sade, has contributed his time and 
talents in a film that answers a lot 
of questions about cancer. 

Godfrey takes the role of inter- 
rogator in directing questions 
most frequently asked about can- 
cer to a panel of authorities: Dr. 
Thomas F. Dougherty, professor 
and head of the Dept. of Anatomy, 
University of Utah College of 
Medicine, Salt Lake City; Dr. 
Jonathan E. Rhoads, professor of 
surgery at the University of Penn- 
sylvania, Philadelphia, and Lane 
W. Adams, New York City, ex- 
ecutive vice president of the Amer- 
ican Cancer Society. 

Dr. Dougherty is also special 
consultant to the U. S. Surgeon 
General and director of the Radio- 


Above: Arthur Godfrey interviews 
Lane W. Adams and Dr. Jonathan 
E. Rhoads for new Cancer picture. 
biology Laboratory, University of 
Utah. He has pioneered in cancer 
research, especially in the field of 
leukemia, and is currently work- 
ing under an ACS research grant. 

Dr. Rhoads, in addition to other 
duties, is engaged in surgical re- 
search and is a delegate from the 
Philadelphia Division to the ACS. 

In the film, to be released in 
April, which will be designated as 
Cancer Control Month by the 
President of the United States, 
Godfrey and the experts stress the 
importance of early diagnosis of 
cancer. 

Godfrey, speaking from ex- 
perience, urges all people to have 
an annual health checkup and be : 
alert to cancer’s danger signals. 

The ACS says that the film will 
be used throughout the country by 
the Society’s 61 Divisions over 
local television stations. 

The film was directed by 
Charles Christensen and produced 
by John Becker, director of spe- 
cial productions and films for the 
Society, with the aid of Anthony 
A. Termini, president of Termini 
Video Tape Services, Inc. IQ’ 
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A Vision of Springtime: 
Holland’s Bulb Growers Show 
“Magie Carpet of Tulipland” 








Sponsor: The Bulb Growers of Holland 

TitLe: The Magic Carpet of Tulipland, 27 
min., color, produced by D.P.M. Produc- 
tions. 

Although it is probable that horticulturists 
almost anywhere could produce satisfactory 
flowering bulbs for export, few do—the Dutch 
have been doing it so efficiently for so many 
centuries the market is practically all theirs. 
And deservedly, for with the in-born knack 
of the individual grower, the extensive asso- 
ciated research organizations and rigid quality 
control, the Dutch bulb is almost always 
better. 

Now Has Library of Five Films 

This story is told regularly in the United 
States with many forms of promotion carried 
on by the Bulb Growers of Holland. One of 
the more extensive is a film program encom- 
passing a library of five films now available in 
this country, which is added to with regularity 
every year. 

The newest film, The Magic Carpet of Tu- 
lipland, was released last year as part of the 
fall planting season activities of the growers. 
it is a vivid panorama of The Netherlands, 
ranging from the bustling port of Rotterdam, 
the world’s second largest, to the brilliant 
fields of bulb flower farms that grow along one 
hundred miles of Holland’s coastline. 

An excellent and informative script by Car- 
oline Russ paces highlights of the film, which 
illustrate that the Dutch are still as industrious 
pioneers as they were five hundred years ago. 
Scenes of. greenhouses and research labora- 
tories maintained by the bulb growers to as- 
sure new varieties and constant high quality 
supplement other views showing the magnifi- 
cent parades of floats created from bulb flower 
petals. 

How to Obtain This Color Picture 

Shots of old windmills and canals and new 
apartment houses and shopping centers pro- 
vide a contrast throughout the film, which will 
be available free of charge to adult groups of 
fifty or more people through Films of the Na- 
tions Distributors, Inc., 62 West 45th Street, 
New York. a 


EDITORIAL VIEWPOINT: 


(CONTINUED FROM PAGE SIX) 
nomic status and self-respect are not given, 
they are earned. A truly good film of a tre- 
mendous idea. 

Fred Niles, Chicago producer recently re- 
turned from a world-circling trip, will release 
a new film on the impact of CARE in the far 
east; Billy Graham’s 17,000 mile trek through 
Africa is being shown in Africa on the Bridge. 

a co oo 

Sth International Advertising Film 
Festival at Cannes from June 12-16 

The 8th International Advertising Film 
Festival will be held at Cannes, France from 
June 12th to 16th. This event is limited to 
theatre screen advertising playlets and to tele- 
vision commercials. Europe’s leadership in 
the theatre ad field is being challenged by the 
U. S. within recent years, notably by the 
Alexander people, but in the newer form, tv 
commercials, U. S. entries are predominant. 
President of the sponsoring International 
Screen Publicity Association this year is Bill 
Annett, managing director of Rank Screen 
Services, Ltd. The Festival jury includes 15 
members of whom two represent the U. S. 

ms 7 oe 

Film Equipment Makers Sponsoring 
Symposiums on Production Problems 

Three of America’s leading manufacturers 
of film production equipment are sponsoring 
a series of symposiums on production in 1961. 
Arriflex Corp. of America; Natural Lighting 
Corp. and Magnasyne Corp. have joined to 
present the “Lights, Sound Camera, Action!” 
meetings and demonstrations which are open 
to all industrial, commercial and independent 
motion picture producers. First show is slated 
for Kansas City on February 14-16, at the 
Prom Motor Hotel. Subsequent meetings will 
be held on Feb. 20-21 at the Sheraton-Jeffer- 
son Hotei in Dallas; March 31-April 1 at the 
Miramar Hotel, Santa Monica, Cal. Other 
cities for later dates include Salt Lake, San 
Francisco and Seattle. 

* o* * 
“Behind the Scenes” in Distribution 

The business of sponsored films ought to 
take its Own prescriptions more often. We're 
glad to report that Modern Talking Picture 
Service, Inc. has completed a useful sound 
film on the distribution of sponsored films. It’s 
titled People Into Audiences and more on this 
in a subsequent issue! Ly 
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call PL 7-2125 
421 West 54th St., N.Y.C. 


NEW 

projection screen 
now enables you 

to view pictures in 
semi-darkened rooms 


It is true that you can project better pictures 
in darkened rooms—but there are many 
times when room darkening is inconvenient, 
difficultand costly. Now, with the new Radiant 
exclusive “truly lenticular” screen, which 
controls both horizontal and vertical light 
reflection, you can project slides and movies 
effectively in normally or partially lighted 
rooms where no unusual lighting conditions 
prevail. For industry and business—this 
permits projection in shows, conventions 
and offices where room darkening is not 
practical. 

Send for Illustrated Booklet 

which gives the complete ex- 

planation of this new truly lentic- 

ular screen, also catalog giving 
specifications and prices of 

Radiant's complete line of lentic- 

ular and glass-beaded screens 

of every type for every purpose. 


RADIANT 
Sentieulor 
SCREENS 


r 


Radiant Manufacturing Corp. 
| P. O. Box 5640, Chicago 80, Ill. 
| Gentlemen: Please rush me free copy of your 
booklet “The Miracle of Lenticular Screens" 
| and complete Radiant Screen Catalog. 
Name 
| School 
| Address 


City 
L 





Maytag’s “Eddie, Inc.” Aims 
to Explain Business to Teens 

In a recently produced “mes- 
sage” film, the Maytag Company 
of Newton, lowa, has set about 
to tell the junior high school pub- 
lic the facts of life of American 
business. 

An amusing little story has 
been concocted around the incor- 
poration of a lemonade stand by 
an Il-year-old entrepreneur. 


Eddie (l) learns about business 
from his friend, the lawyer. 
Both the concession and the film 
are simply named Eddie, Inc. 

Equating the lemonade stand 
and Big Business, a_ friendly 
lawyer-neighbor gives Eddie the 
lowdown on the role of the inves- 
tor, profit-sharing employee re- 
lations, labor disputes, marketing, 
community relations —each in 
turn as Eddie experiences junior- 
size headaches in all of these de- 
partments. 

Eddie realizes the importance 
of a quality product, learns of the 
responsibilities to his sharehold- 
ers and that he can’t keep all the 
profits, and his two partners dis- 
cover they can’t convert profits 
into candy bars until they have 
helped earn them. 

Interspersed in the film are 
visits to Maytag as the lawyer ex- 
plains, and the camera illustrates, 
large scale examples of the situa- 
tions causing Eddie so much frus- 
tration. 

Filmed in Hollywood and 
Newton by Columbia Pictures, 
the 30-minute color motion pic- 
ture features 11-year-old Charles 
Herbert, who starred in Please 
Don't Eat the Daisies. 

The film will be available to tv 
Stations, schools, and civic and 
service organizations, distributed 
through the nationwide offices of 
Association Films, Inc. Ld’ 

* * * 
11th Production Review Next! 

Complete data on film produc- 
ers and distributors will be pro- 
vided in the 11th Production Re- 
view, publishing next in Mid- 
February, as our Issue One. 
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Union Pacific's Salute to Steam in “Last of the Giants” 


A pictorial tribute by the 
Union Pacific Railroad to one of 
its greatest locomotives and a 
farewell to steam power on this 
pioneer transcontinental line, 
Last of the Giants is a film pro- 
duced by and for railroaders who 
cherish the memory of the steam 
engine. 

Best known by rail fans as 
“Big Boys,” Union Pacific’s loco- 
motives of the 4000-series were 
the last, and the largest, steam 
engines to operate on the west- 
ern route. 

Big Boy: Best of His Day 

The 23-minute film tells the 
saga of the Big Boys—how they 
evolved from a parade of progres- 
sively larger locomotives, what 
they could do, how they were 


maintained, what made them run, 
and subtly, their shortcomings. 

Although the avid railroading 
aficionado might find the close- 
up descriptions a bit general, 
Last of the Giants will not fail to 
please rail fans, for it is all the 
handsome brawn of the steam en- 
gines—no diesels are seen, and 
there’s not even a passing glance 
at the mighty gas turbine locomo- 
tives. 

Cites Film’s Historic Value 

“This is by design,” says Wil- 
liam R. Moore, the railroad’s gen- 
eral director of public relations 
and executive producer of its 
films. “We feel this picture will be 
even more valuable in 25 years 
than it is today. For by then we'll 
have still better locomotives than 
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The age of steam on the rails is 
now history ... brought to life 
by UP in a new color picture. 


we do now, and we didn’t want to 
date the film.” 

Combined with the rich west- 
ern colors seen in the actual runs 
of the Big Boys is effective ani- 
mation explaining how the loco- 
motives were developed and im- 
proved as they became larger and 
larger to pull the ever-increasing 
loads. 

A roundhouse sequence shows 
the engines being completely dis- 
mantled for cleaning, overhaul- 
ing and a spectacular fire-fitting 
process to put new steel tires on 
the huge wheels. 

The colossal boiler is filled 
with 25,000 gallons of water, 
enough to fill an average-size 
home swimming pool, and the 
coal hopper is filled with 28 tons 
of the black fuel, more than 
enough to heat a home for many 
seasons—but only enough for the 
first half of a 57-mile run over 
Sherman Hill, Wyoming. Vora- 
cious appetites, these giants have. 

Three Years in the Making 

For the production crew, it 
was a spare time project and “a 
labor of love.” Even after work 
on the picture was begun, shoot- 
ing had to be done whenever 
steam engines were put back to 
work during rush periods. 

“It took us three years to get 
in six weeks of shooting,” said 
Vincent H. Hunter, manager of 
the company’s motion picture 
bureau, and producer. 

Writing and direction were han- 
died by Allan Krieg, assistant 
director of public relations for 
Union Pacific, and processing was 
by Pacific Color Film. 

How to Borrow This Film 

Interested groups may obtain 
Last of the Giants on free loan 
from the Motion Picture Bureau, 
Dept. of Public Relations, Union 
Pacific Railroad, 1416 Dodge 
Street, Omaha 2, Nebraska. 
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Filter Magic Slidefilm Trains 
Jobbers, Teaches Sales Magic 
A problem common to most 
manufacturers—getting jobbers 
and distributors to spend more 
time and energy selling their 
products—is in many ways at its 
worst in the automotive field, 
where jobber salesmen handle 
thousands of items in their calls 


THE BULLETIN BOARD 


Write for special rates on 
advertising in this column 





A SUBSTANTIAL INCREASE 
IN EARNINGS 


is Offered to a man who controls 
business through a partnership ar- 
rangement in the production of 
picture or pictures he controls. He 
will have no financial responsi- 
bility—make no investment. The 
New York area producer who of- 
fers this opportunity has a long 
term record of producing high 
quality pictures for scores of lead- 
ing industrial companies, govern- 
ment agencies and other sponsors. 


Write in confidence to: 


Box BS-60-A 
BUSINESS SCREEN 


7064 Sheridan Rd. * Chicago 26, Illinois 








FILMS IN AUSTRALIA 


American Producer-Director con- 
versant with latest film and video 
tape techniques moving to Syd- 
ney, Australia in early 1961. Over 
20 years film experience in the 
American market, specializing in 
Industrial, Educational and films 
for television. Will be available 
for the making of motion pictures 
Or video tape recordings or any 
phase of their production. Inquir- 
ies invited. Write to: 


Box BS-60-8B 
BUSINESS SCREEN 


7064 Sheridan Rd. * Chicago 26, Illinois 








EQUIPMENT SALE 


Animation and optical equipment, 
including Saltzman Stand. 9-foot 
zoom, B&H 35mm camera 
#1175; B&H 16mm _ camera 
#1203, many extras. About one- 
half original cost. Phone: Joe 
Zuckerman, Videart, Inc. MUr- 
ray Hill 2-2363. 480 Lexington 
Avenue, New York 17. 
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on service stations, garages and 
fleet truck operations. 

Purolator Products, of Rah- 
way, New Jersey, maker of oil, 
air and gas filters, had their spe- 
cific version of the problem—get- 
ting jobbers to spend more time 
on filters, and Purolator products 
in particular. 

Travel With Jobber Salesmen 

The first step taken by sales 
vice-president James B. Light- 
burn in tackling this problem was 
to encourage his sales force to 
accompany jobber salesmen on 
their calls, to build the Purolator 
image and get across their prod- 
uct and quality story. But satis- 
factory coverage was virtually im- 
possible because of the size of 
the sales force. 

A better approach, it was 
thought, would be to concentrate 
on the jobbers and strengthen 
their desire and ability to sell 
Purolator. Reason? With 14,000 
jobbers in the country, even a 
small improvement in individual 
sales effectiveness would be 
magnified in a big effect on sales. 

Call in TFI Productions 

TFI Productions of New York 
was called in by advertising and 
sales promotion manager John 
Puth to develop sales training 
materials, with the goal of mak- 
ing jobber salesmen more enthu- 
siastic and effective members of 
the Purolator sales team. 

TFI conducted a field survey, 
including actual sales calls with 
jobber salesmen, which provided 
data on specific areas in which 
the typical jobber salesman needs 
sales training help. Added to this 
was detailed information on 
everyday sales problems furnished 
from _ personal experience by 
Purolator’s Jobber Division sales 
manager, John Bury. 

Designed to Help Jobbers 

The result was a program built 
around a sound slidefilm entitled 
Filter Magic. Not simply a pro- 
motion piece on Purolator’s prod- 
ucts, the film was designed to 
help jobber salesmen to a better 
all-round selling job. 

Filter Magic explains sales 
magic: knowing the right tricks 
of the trade, and getting plenty of 
practice. Once a salesman learns 
the successful approaches and 
practices them long enough, he 
too can perform sales magic. 


Ideas and service, the film says, | 


are the bases of most successful 
approaches. 
Recently released, the training 


film is now being used effectively | 


in jobber sales meetings across 
the country. , 
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LaBelle Combines Film-strip and Tape in the 


“Tutor” Automatic Audio-Visual Projector 


Introduces a New Dimension for Creative Imagination! 


Think of it—no records to break, 
change, jump, wear out or cause 
accidental tripping of the picture 
change due to similar frequencies 
on the recording. Think of it—no 
tape threading . . . simply slide in 
cartridge and go. The story un- 
folds continuously and automati- 
cally . . . the story you so proudly 
produced is presented with bril- 
liant pictures—high fidelity sound 
—fully automatic. 

Unleash your bold new ideas 
for punch and drama. Sequence 
shots add animated action, charts 
built up in separate scenes save 
the punch picture for the punch 
line. The silent signal on a separate 
track on the tape commands a new 
picture to appear . . . always in 
perfect synchronization to the 
sound. 

No longer is “Costs too much!” 
a deterrent. Now this type of live, 
actionized-projection program can 
be made to meet the most restric- 


LaBelle “Tutor” with cartridge— 
also in reel type tape 


tive budget. No longer is “Not 
ready yet!” a valid reason for de- 
lay. Now story and pictures can 
be brought up to the minute and 
inexpensively at that, whether 
there’s a new addition being plan- 
ned, or a new executive starting 
soon, or a new product going to 
be introduced, or a change in 
packaging or design planned. 
See and hear a LaBelle “Tutor” 
. get the facts—arrange for 
demonstration. Write to LaBelle 
Industries, Inc., Dept. B, Ocono- 
mowoc, Wisconsin. (Adv.) 























Norm Lindquist . to Niles 
N. Lindquist Named V-P for 
industrial Sales at Fred Niles 

Norman C. Lindquist was ap- 
pointed vice president in charge 
of the Industrial Sales division of 
Fred A. Niles Productions, Inc., 
of Chicago. He shares sales re- 
sponsibilities with Max Pride, 
vice president in charge of the 
Agency Sales division. 

Lindquist was previously with 
Ziv-United Artist Inc.’s Chicago 
office, where he was responsible 
for network and regional sales 
for the midwest territory and the 
West Coast. 

A pioneer in the tv film field, 
he was one of the three founders 
of Television Advertising Produc- 
tions, the first film and live show 
production company in the 
Middle West. He has also held 
executive sales posts with Atlas 
Film Corp. and Wilding Inc. 

ak * a 
Minor Joins Transfilm-Caravel; 
Outline Agency Service Policy 

Joining Transfilm-Caravel Inc. 
as an account executive in the TV 
commercial division is Paul A. 
Minor. Formerly with Grey Ad- 
vertising Inc., he also spent sev- 
eral years in the TV department 
of Benton & Bowles, Inc. as a 
producer of Procter & Gamble 
commercials 

In a new Transfilm-Caravel 
method of servicing agency cli- 
ents, Minor will be teamed with 
Peter A. Griffith, vice-president 
and account executive, to com- 
bine advertising and film company 
backgrounds to service agencies. 

ot 
Reisman Is Production Manager 
of Pelican’s Live Action Div. 

David Reisman has joined 
Marc Statler in the new live ac- 
tion division of Pelican Films as 
production manager. He was for- 
merly associated with Vidicam 
Pictures Corp. in a similar capa- 
city, and most recently with 
Video Pictures, Inc., as technical 
director. 

As Pelican’s production man- 


BUSINESS SCREEN EXECUTIVE 


NEWS OF STAFF APPOINTMENTS AND A-V 


ager, Reisman will take charge of 
technical planning and quality 
control. 

ns * 
Veteran Animator Ed De Mattia 
Joins Staff of Animation Inc. 

Ed De Mattia, veteran anima- 
tor, has been added to the staff 
of Animation Inc., it was an- 
nounced by Earl Klein, president 
of the Hollywood studio. 

De Matti, with more than 20 
years’ expeilience as an animator 
for major: entertainment pro- 


ducers, will} join the permanent 
staff at Aninhation, a pioneer firm 

nt of humorous ani- 
mated commercials for television. 


in developm 


INDUSTRY DEVELOPMENTS 


Filmaster Names Exec. Producer 
of Commercial, Industrial Films 

John Murphy has been ap- 
pointed executive producer of 
Filmaster Inc.’s TV commercial 
and industrial divisions by Presi- 
dent Robert W. Stabler. 

He will be headquartered at 
Filmaster’s New York offices, and 
will utilize the company’s Holly- 
wood and Florida studio facili- 
ties. 

Before joining Filmaster, Mur- 
phy held positions as vice presi- 
dent of television and radio pro- 
duction for Kenyon & Eckhardt 
advertising agency, and produc- 
tion manager for United World. 


Here’s how leading industrialists 
convey ideas successfully! 


Filmed presentations in modern industry have proven their value—for 
training, sales presentations and public relations programs. One key to 
successful use of AV materials is the screen upon which your program is 
projected. Da-Lite Projection Screens are the finest quality available— 
whether you need an Electrol*screen or a Vidiomaster 

portable tripod model. The White Magic glass- 

beaded surface permits big-picture vision with 

clarity and natural color. Da-Lite Screens with the 

new lenticular surface permit movie and slide 

presentations in rooms not completely darkened. 


Serving *). WRITE TODAY! For 


literature and name of 
the Da-Lite franchised 
AV dealer near you 
for demonstration! 


industry 
for over 
haifa 

century! 


De-Life 


SCREEN COMPANY, INC., WARSAW, IND 


K. Marthey, B. Spielvogel Join 
On Film in Executive Posts 
Kenneth C. Marthey has joined 
the staff of On Film, Inc., of 
Princeton, New Jersey, and New 
York City, as a Producer-Direc- 
tor, according to Robert Bell, 
president. 

Marthey has been a TV pro- 
ducer and group head at both 
McCann-Erickson and _ Benton 
and Bowles advertising agencies. 


Ken Marthey .. . joins On Film 


In fifteen years as a writer, pro- 
ducer and director he has done 
work on industrial motion pic- 
tures and tv commercials in staff 
capacities and as a free-lancer. 
He received the first Robert 
Flaherty Foundation Award for 
cinematography as the camera- 
man for And Now—Miguel, an 
award-winning documentary. 


Bert Spielvogel ...at On Film 


Bert Spielvogel has been named 
director of cinematography at 
On Film, Inc. He will supervise 
all camera work, including the ani- 
mation department and the aerial 
image projector effects depart- 
ment. 

Spielvogel recently operated a 
motion picture and advertising 
photo studio in Washington, 
D. C. His credits include a num- 
ber of theatrical and television 
features and work for the govern- 
ment. His early experience covers 
work with Robert Flaherty and 
the original Cinerama group, and 
he has been Instructor in Cine- 
matography at the American 
University, Washington, D. C. 
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Bruce Henry, Free Lance Screen 
Writer, Takes West Coast Office 

Bruce Henry, free lance motion 
picture writer headquartered in 
Chicago for the past fifteen years, 
has moved to the Hollywood area 
with an office at 17329 Castellam- 
mare Drive, Pacific Palisades, 
California. 

In addition to continuing his 
work as a writer of sponsored 
films, Henry is undertaking theat- 
rical and television film writing 
assignments under the manage- 
ment of the Mitchell J. Hamilburg 


Morgan-Swain, Florida Film 
Studios Announce Staff Changes 

Duncan J. Morgan, president 
of Morgan-Swain, Inc., and Flor- 
ida Film Studios, announced the 
appointment of Richard N. Slay- 
ton as sales promotion director. 
Slayton has been chief narrator 
and production coordinator for 
the studios, and will assume du- 
ties formerly handled by Hack 
Swain, who has resigned as a 
vice-president. 

Morgan also announced that 
Jack Camp, award-winning direc- 


Agency of Beverly Hills. 

Along with the new West Coast 
base, Henry will maintain his 
Summer Workshop at Lac Court 
Oreilles, Wisconsin. Wy 


tor and script-writer, has joined 
the studio’s production staff from 
Chicago. Other assignments will 
remain the same for key staff 
members LeRoy Crooks, director 
of production and photography; 
Ernest Whitman, 


if you want the IMPACT 


of new ideas we have 


the creative hands to pro- 


* * «* duce resounding results 


Pete Burness New Director at 
Playhouse Pictures, Hollywood 

Pete Burness has joined the 
staff of Playhouse Pictures, Hol- 
lywood animation studio, as a 
director, according to President 
Adrian Woolery. 

Burness, with several academy 
award credits to his name, has 
animated or directed over 500 
short subjects since beginning his 
career in the animation film in- 
dustry in 1931. 

During his ten years’ with 
U.P.A. as a_ producer-director, 
Burness supervised the Mr. Ma- 
goo theatrical cartoons, for which 
he received five academy award 
nominations and two Oscars for 
direction. Le 

* x * 
Robert Lawrence Prods. Names 
Emanuel Gerard Art Director 

Emanuel Gerard has been 
named art director of Robert 
Lawrence Productions, New 
York. 

For the past six years, Gerard 
has been art director of Elliot- 
Unger-Elliot. He has designed 
numerous stage productions on 
and off Broadway, in summer 
stock, and for community thea- 


tres. Wa’ 


sound engineer 
and recordist, and Tony Swain, 
musical director. Ve 


* a * 


Chicago Producer Oberly Signs 
With London’s Halas & Batchelor 
John C. Oberly, independent 
Chicago motion picture producer, 
has been contracted by Halas & 
Batchelor Cartoon Films, Ltd., of 
London. Oberly is a producer of 
a number of scientific educational 
films and television pictures. 
Halas & Batchelor studios in- 
clude in their current productions 
a continuation of a new paper- 
sculpture technique which won first 
place in the TV category of the 
1960 Venice Film Festival. Credits 
for special techniques in Cinerama 
Holiday also go to H & B. 
Offices of Halas & Batchelor 
will accompany those of Oberly, 
Suite 1300, 134 N. LaSalle, Chi- 
cago 2, Illinois. I 


2 * * 


Straayer is Production Mgr. of 
Vogue Film Prods., Louisville 
Charles M. Straayer has been 
appointed production manager of 
Vogue Film Productions, Inc., 
Louisville, Ky., according to Hal 
Vinson, studio president. yp 
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and 
TITLE MUSIC 


For Every Type of Production 
EITHER ON A “PER SELECTION” OR “UNLIMITED USE” BASIS 


For Full Detuils Write, Wire or Phone 


AUDIO-MASTER Corp., 17 EAST 45th ST., N. Y. 17, N. Y 
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CAMART DUAL SOUND EDITOR 


NEW DESIGN FILM 
BIN WITH RACK 


Rectangular 
construction 
meosures 

30 x 24x12 
Fits easily 
into corners. 
Easy to view 
strips of film 
Hard 
Vulcanized 
fiber with 
reinforced 
metal frame 
Complete 
bin-rack, 
linen bog 


$42.25 


With easy 
to roll 
wheels 


$51.75 


Edit single and 
double system 
16mm or 35mm 
optical sound. Edit 
single system Mag- 
nastripe or double 
system magnetic 
sound. Use with 
any 16mm motion 
picture viewer to 
obtain perfect lip- 
sync matching of picture to track. 
Works from right to left or from left 
to right. Magnetic or Optical model. 


Dual Editor, without viewer $195.90 
Zeiss Moviscap Viewer . . 89.50 
Editor-Viewer Comb. 269.50 


CAMART TIGHTWIND ADAPTER 


Only boll 
bearing 
tightwind 
Eliminates 
cinching or 
abrasions 
Winds film 
evenly—NO 
SLIPPING. 
Fitted to 
any 16 or 
35mm rewind 


All items F.O.B. New York 


te CAMERA MART. 


1845 BROADWAY (at 60th St 


NEW YORK 23 


- Plaza 7-6977 - 








Urban League Film Tells 
Problems of Negro Youth 


SPONSOR: 
League. 

TITLE: A Morning for Jimmy, 28 
min., b/w, produced by Himan 
Brown. 


The National Urban 


This film portrays the experi- 
ence of Jimmy, a teen-age Negro 
boy who becomes discouraged be- 
cause of his encounter with racial 
discrimination while seeking a 
part-time job. At home, he is torn 
between the bitter feelings of his 
father, who, although trained as a 
bookkeeper earns a living as a 
red cap, and his mother, who 
admonishes Jimmy to keep trying 
in spite of handicaps. 

Jimmy is aided by the wise 
counsel of his school teacher who 
explains that there is a place for 
Negroes with proper training. “The 
Negro in this country is under 
great pressure. But the total pic- 
ture in the last 100 years is one 
of great progress,” the teacher 
says. 

Jimmy’s grandfather encourages 
him by stressing the importance of 
education. He gets an opportunity 
to see and talk with several 
Negroes in a variety of jobs. These 
men and women are portrayed in 
their real life occupations, through 
the courtesy of their employers: 
the architectural firm of Kahn and 
Jacobs, the Hilton Hotels Corpora- 
tion, IBM Corporation, Trans 
World Airlines, and Memorial 
Hospital. 

A portrayal of the problem of 
guidance and incentives faced by 
many minority youth, this film 
presents a strong case for Negro 
young people .o remain in school 
and get an education for the ever- 
widening career opportunities be- 
coming available. The film ends on 
a note of hope with Jimmy’s 
words: “There really isn’t any- 
thing in the future for me unless 
| work for it. And then there still 
might not be anything there. But, 
I guess I'll have to try, and try 
real hard.” 

Jimmy is played by James Pem- 
berton, a student in the New York 
High Schoo! of Performing Arts. 
The film was written and directed 
by Barry K. Brown. The special 
musical score was composed by 
Billy Taylor. Full cooperation in 
the motion picture was extended to 
the National Urban League by the 
five firms mentioned above, the 
New York Central Railroad, and 
the New York City Board of Edu- 
cation. 

Prints of the film are available 
from Association Films. Le 


52 


A PHARMACO FILM TURNS 


HISTORY'S PAGES TO SHOW 


Viedicine 's Progress Through the Ages 


Sponsor: Pharmaco, Inc. 

TitLe: 69.3, 13% min., b/w, 
produced by the Institute of 
Visual Communications, Inc. 
With Alistair Cooke, familiar 

narrator of Omnibus, as host, this 

interesting new film provides a 

capsule history of medicine from 

cave man to the present day. The 

“commercial,” carefully subdued 

and of short duration, is on behalf 

of medicated chewing gum. (Phar- 
maco, a subsidiary of White Lab- 
oratories, makes such products as 

“Feenamint,” “Chooz,” and 

“Medigum,” among others.) 

69.3, which represents the aver- 
age life expectancy at birth today, 


details the efforts of physicians, 
pharmacists, medical research sci- 
entists and nurses who comprise 
the army in the fight against 
disease. It tells the story of medical 
progress since prehistoric man 
ranging through the Egyptian, 
Greek and Roman eras, through 
the Dark Ages and in many lands 
up to today. 


Mr. Cooke tells about weird 
rites, startling medical formulas, 
cures that alchemists stumbled 
over while searching for the elixir 
of life, and how pirates contributed 
to medical advancement. The hor- 
rors of the Black Death which 
swept all Europe in the Middle 


OU SAVE 
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rentals 


Ways 
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Cameras: |6mm & 35mm—Sound 
(Single or Double System)—Silent 
Hi-Speed 


Lighting: Arcs—\incandescents 
Spots—Floods—Dimmers 
Peflectors—All Lighting Accessories 


Sound Equipment: Magnetic— 
Optical—Mikes— Booms 


Grip Equipment: Parallels 
Goboes—Other Grip accessories 


Dollies: Crab—Western 
Panoram—Cranes 


Portable 
Lenses: Wide angle—Zoom—Tele- 
photo— Anamorphic 


Generators: 
Mounted 


Portable—Truck 





Editing Equipment: Moviolas 
Viewers—Splicers—Rewinders 


Projection Equipment: |6mm & 
35mm—Sound & Silent—Slide 
Continuous 


Television: Closed Circuit TV 
O'nare Camera Car: 
Firm 


*CECO—Trademark of Camera 
Equipment CO. 
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Name. 


Street 


Every piece of equipment is 
checked out to perform “better 


than new.” 


the 
versus buying. 
CECO all 


servicing free of charge. 


tax benefits of 


provides 


More experts use CECO Rentals 
more often — because if we don’t 
have it, who has? 

Branch: 
CAMERA EQUIPMENT CO., INC. OF FLORIDA 

1335 East 10th Avenue « Hialeah, Florida 


SALES _- SERVICE . 


New York +» JUdson 6-1420 


of Rental Equipment 














Your accountant will explain 


renting 


normal 


RENTALS 


CAMERA EQuipmem Galiis 


Department $64, 315 West 43rd Street, New York 36, 


Please rush me your FREE complete catalogue * 


Alistair Cooke narrates “69.3” 


Ages, are depicted, as well as some 
types of ancient treatments. 

The film’s technique is to show 
the developments of medicine in 
terms of old graphic materials. We 
see the Egyptian hieroglyphic: “for 
baldness take thus: the backbone 
of a raven, burnt hoof of ass, the 
fat of a blacksnake. Plaster the 
scalp with this.” 

We see the humor. But consider 
also that the Egyptian priest-phy- 
sicians prescribed bread mold for 
wounds, opium for pain, and cas- 
tor oil . . . as we do today. 

Compare today’s life expectancy 
figure with that of former years: 
200 years ago, the figure was bare- 
ly 30 years’ life expectancy; 100 
years ago it was 40; even in 1910 
it was little more than 45 years. 

As Mr. Cooke says—“this came 
about because men willed it to be. 
For no other reason. They strug- 
gled . . . and worried . . . and 
cursed their own stupidity. But in 
the end created a science called 
medicine.” 

69.3 is available on free loan 
from the Institute of Visual Com- 
munications, 40 East 49th Street, 
New York. Shipments of the film 
will be made from the nearest IVC 
distribution center in 20 major 
cities throughout the United States. 


um a ue 


Aid to Small Business’ Growth, 
Expansion Told in 1.D.B. Film 

& Starting small business enter- 
prises and encouraging expansion 
by small manufacturers in Canada 
is the subject of a new motion 
picture for the Industrial Devel- 
opment Bank. 

The Independence of Dave 
Barnes shows how a small manu- 
facturer with an “idea” for ex- 
pansion but no way of raising all 
the capital required through nor- 
mal means was able to develop 
his project with the help of the 
Industrial Development Bank. 

The Independence of Dave 
Barnes, in English or French ver- 
sions, is available for showing to 
interested groups from offices of 
the Industrial Development Bank 
in major cities across Canada. 
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AUDIO-VISUAL Equipment 


Recent Product Developments for Projection and Production 


Arriflex Offers Special Model 
35mm Camera for Higher Speeds 
& Arriflex Corporation of Amer- 
ica announces a special model of 
the Arriflex 35, available in limited 
quantities for immediate delivery 
and designated as the Arriflex 35- 
IIB-S. 

The camera is equipped with a 
specially selected and balanced 
movement, and a special 32-volt 
DC motor, for operation to 80 


The Arriflex 35-1IB-S 


frames per second. Other features 
include an external rheostat for 
speed control, a circuit designed 
to maintain high torque even at 
lower. speeds, and a special ta- 
chometer calibrated to 80 FPS. 

The Arriflex 35-IIB-S will ac- 
cept all Arriflex 35 standard ac- 
cessories, and is expected to find 
important applications where a fine 
35mm camera with high capability 
in both instrumentation and docu- 
mentation uses is needed. 

For further information and 
prices, write New Products Desk, 
BusINEss SCREEN, Chicago 26. 


a x * 


Electrical Converter Provides 
improved Photography Lighting 
*® A new, low-cost and compact 
converter that provides a means 
of utilizing ordinary household 
lamps in black-and-white and 
color photography is announced 
by Natural Lighting Corp. 

The ColorTru Converter 
brings regular 120-volt lamps up 
to the correct color temperature 
for exposing film balanced for 
3200° and 3400° Kelvin, without 
the use of photoflood lamps. A 
special interlocking switch pro- 
vides for a brief warm-up period 
to extend the life of lamps used 
with the unit. 

Any household lamps in the 
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100 to 200-watt range may be 
used with the Converter to obtain 
increased, better quality light 
while consuming less current than 
other lighting systems. The unit is 
rated at 900 nominal watts, which 
permits using nine 100-watt, 120- 
volt lamps or equivalent wattage 
in any combination. 

For additional information, 
write New Products Desk, Busi- 
NESS SCREEN, Chicago 26. a 

* * * 
Overhead Projector Uses All 
Sizes of Slides and Slidefilms 
* A multi-featured overhead pro- 
jector has been introduced by 
Projection Optics Co., Inc., of 
East Orange, New Jersey. The 
Projex 1010 can accommodate 
many sizes of transparencies— 
single or double frame 35mm 
slidefilms, 35mm, 2” x2”, and 
3144” x4” slides, plus any other 
size up to 10” x 10”. 

A wide range of accessories are 
available, giving virtually any de- 
sired magnification to all popular 
size slides. Versatility is afforded 
with a 360-degree rotating head, 
and a hide-away transparent cel- 
lophane writing roll. 

Other features include a 3-po- 
sition operating switch, folding 
material shelf, hinged access 
doors, and full illumination with a 
1,000-watt lamp. 

For further information and 
prices, write New Products Desk, 
BusINEss SCREEN, Chicago 26. 

* * * 


Slidefilm Sticking Eliminated; 
Viewlex to Share Research Data 
* A problem which has plagued 
both users and manufacturers of 
slidefilms for years — slidefilm 
sticking—has finally been solved 
after a costly, years-long research 
program at Viewlex, Inc., of 
Long Island City, New York. 

When slidefilms are used in 
projectors there is the possibility 
of transmitted heat from the pro- 
jector affecting moisture in the 
film and causing the film to stick 
to the aperture plates with result- 
ant film damage. 


The solution had to be found | 


in projector design, and the re- 
sult of research at Viewiex is 
the development of Anti-Hesive® 
Aperture Plates, which permit ad- 
vancing any slidefilm without the 
possibility of adherence. 

To avoid needless duplication 
of research, Viewlex is offering to 
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ELEKIRA 


Studios Incormm ed 33 West 46th Street New York 36. New York JUdson 2-3606 


1960 — Honors for 
Distinctive Motion Pictures 
from the United States: 
* San Francisco Film Festival 
* National Visual Presentation 
Association (2 Awards) 
* Art Directors Club 
of New York (4 Awards) 
* American Film Festival 
from England: 
* London Film Festival (2 Awards) 
* British Film Institute 
from France: 
* Tours Film Festival (2 Awards) 


* Cannes-Annecy Film Festival 








THE EDITORS OF BUSINESS SCREEN PRESENT THE 
1ith Annual Production Review 


The most widely-used, authoritative and complete buyer’s guide 
to specializing business and television film production studios 
and distribution services. Write today for listing details to: 


BUSINESS SCREEN e¢ 7064 SHERIDAN e CHICAGO 26 
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LENS SYSTEM 


ur present projector lens 


PERWIDI 


FOR FILMSTRIPS, 35MM., 2x 2, AND SUB-MINIATURE SLIDES 


Availab © 
FREE TEST OFFER! 


= ~] BUHL 
|\BUFTL | 


WRITE DIRECT! 
OPTICAL COMPANY 


1010 Beech Avenue Pittsburgh 33, Pa 








OUALITY-BILT 
Film Shipping Cases 


Best quality domestic fibre 
Heavy steel corners for 
added protection 
Durable 1” web straps 
Large address card holder 
with positive retainer spring 
e Sizes from 400’ to 2000’ 
OTHER “QUALITY-BILT” ITEMS: 
Salon Print Shipping Cases 
Sound Slidefilm Shipping Cases 
(for Transcriptions & Filmstrips) 
2” x 2” Glass Slide Cases 
Filmstrip Shipping Cases (hold up 
to 6 strips plus scripts) 


Write direct to 
manufacturer for catalog 


WM. SCHUESSLER 


361 W. Superior St., Chicago 10, Ill. 


SOUND RECORDING 


at a reasonable cost 


High fidelity 16 or 35. Quality 

guaranteed. Complete studio and 

laboratory services. Color prirting 
and lacquer coating. 


ESCAR 
Motion Picture Service 


7315 Carnegie Ave. 
Cleveland 3, Ohio 





Use FilMagic All Ways! 


—FilMagic Cloths Hand-Clean Films, Records. 
—FilMagic Tapes for Film Cleaning Machines. 
—FilMagic Pylon Kits for Tape Recorders. 


~FilMagic Pylon Kits for lémm SOF PRO- 
JECTORS. 


—Get Best Results With FilMagic Silicones! 





MANUFACTURED & GUARANTEED BY 


THE DISTRIBUTOR'S GROUP, INC. 
204 FOURTEENTH STREET, N.W. 
ATLANTA 13, GEORGIA 











NEW A-V PRODUCTS: 


(CONTINUED FROM PAGE 53) 


other projector manufacturers 
free consultation with Viewlex en- 
gineers on methods of producing 
the new aperture plates. 

Anti-Hesive® Aperture Plate; 
are standard equipment on all 
new Viewlex projectors, and their 
design permits interchangeability 
on all Viewlex projectors made 
since 1950. Replacement plates 
are available at the regular re- 
placement cost of $2.80. 

Further information may be 
had by writing New Products 
Desk, BUSINESS SCREEN, Chicago 
26 Ly 


* x a 


Da-Lite Electrol Screens to 
Carry Underwriter’s Endorsement 

The Underwriter’s Laboratory 
label of endorsement will now 
appear on all Da-Lite Electrol 
Senior Projection Screens made 
after November 21, 1960, accord- 
ing to officials of the Da-Lite 
Screen Company, Warsaw, In- 
diana. 

This is one of the first UL ap- 
provals of its kind extended to 
any manufacturer of electrically 
operated projection screens. The 
approval applies to the unit as a 
whole and not just to component 
parts. 

Installations of the Da-Lite 
electrically operated Senior Elec- 
trol wall and ceiling screens may 
now be made in areas formerly 
excluded because of tight electri- 
cal codes regulations. a’ 
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Syncro-Korder Adds Sound to 
Silent 8, 16mm Motion Pictures 
Synchronized sound can be 
added to any 8 or 16mm movie 
projector with a new Model 8/16 
Syncro-Korder by American Re- 
search Labs. This special purpose 
tape recorder has a 4-inch 
“strobe” disk mounted on the top 


“sellability.” 





Check Our References! 


H AVERLANDD !NOUSTRIAL-EDUCATIONAL-TV FILMS 
FILM PRODUCTIONS 104 w. 76th St., New York 23 + “TRafalgar 4-1300 


pane. The recorder is placed 
directly in front of the projector, 
and when some of the fringe light 
hits a special light “sampling” 
wire, the spinning “Syncro-Disk” 
is illuminated so that it can be 
readily observed in a darkened 
room. Speed may be set at exactly 
16 or 24 fps depending on which 
of the printed patterns on the 
disk are being adjusted. 

The Syncro-Korder plugs into 
the projector for simultaneous 
stopping and starting. Microphone 
and phonograph inputs are pro- 
vided; also a “fader” button for 
automatically reducing back- 
ground sound or music volume 
while recording speech. Can be 
used in preparing and editing a 
tape for later recording on a mag- 
netic sound projector. Dimen- 
sions: 12x5x8 inches, weight 
17 Ibs. Retail price, $129.50. For 
full information, write New Prod- 
ucts Desk, BUSINESS SCREEN, 
Chicago 26. We 
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Bell & Howell Names Quateman 
Gen’‘I. Mgr., Professional Div. 

Joseph I. Quateman has been 
appointed general manager of Bell 
& Howell’s professional division, 
according to Malcolm G. Towns- 
ley, vice president, engineering 
development. 

In addition to assuming the new 
post, Quateman continues as di- 
rector of special products engi- 
neering. 

James L. Wassell continues as 
director of marketing for profes- 
sional equipment, and Dr. Hans C. 
Wohlrab as chief engineer of the 
division. 

Chief products of Bell & 
Howell’s professional division in- 
clude printers for black and white 
and color motion picture film, 
program perforators used in con- 
junction with professional printers, 
35mm motion picture cameras, 
and Vidicon projectors for tele- 
vision screening of motion pic- 
tures. 


YOU HAVE A PRODUCT TO SELL! 
Haverland Service can sell it ! 


We're aiming at the soaring, prosperous sixties with 


budget-minded-but skillful-productions that have built-in 








... Since 1920 


The World 


We point with pride to the 
clients we have served, 
including; 


Canadian Broadcasting 
Commission. 


A world-wide organization with 
headquerters in Chicago. 


A leading television company 
in Hollywood. 


Shooting in England, Switzer- 
land, France, Italy. 


Our business is 
motion pictures. 


We know our business. 


537 N. HOWARD ST. 
BALTIMORE 1, MD. 


The 11th Production Review 


will list all principal producing 
companies in the U. S., Cana- 
da and worldwide. Write to- 
day for listing data from 
Business Screen, Chicago 26. 








Is Your Film 


Then why not try 


HE FILM UOCIORS” 


Specialists in the Science of 
FILM REJUVENATION 
RAPIDWELD Process for: 
e Scratch-Removal « Dirt 
e Abrasions e “Rain” 
rapid FILM TECHNIQUE 
37-02A 27th Street, Long Island City 1, N. Y. 
Founded 1940 
Send for Free Brochure, “Facts on Film Care” 
New Life For Old Film 
Long Life For New Film 


BUSINESS SCREEN MAGAZINE 








a space-age A-V tool for 

teaching, sales, exhibits 

* Shows Brilliant Picture on Big Screen in 
Normal Daylight 

* 16mm, Rear Projection, High Fidelity 
Sound 

* Self-Contained and easy to use 

* Moved and Stored with Ease 

* Any Room Can Be An Audio-Visual Room 

WRITE TODAY FOR eae INFORMATION 


FILM Bessch EQUIPMENT CO. 


214 SO. HAMILTON ST. @ SAGINAW, MICHIGAN 

















Send for copy of our new 


TYPE CHART 


showing faces available 
for hot-stamping slide- 
film, motion picture and 
television titles. 


KNIGHT STUDIO 


159 East Chicago Avenue, Chicago 11, Illinois 








HOUSTON FEARLESS 


PANORAM 
DOLLIES 


Thoroughly Overhavled—Guaranteed 
SPECIAL LOW PRICE 


4-Wheel. . . $1,400.00 
5-Wheel... 1,800.00 


Immediate 
Delivery! 


CAMERA EQUIPMENT CO., INC. 
315 West 43rd Street, New York 36, N.Y. 
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CASE FOR FILM SPECIALISTS: 


(CONTINUED FROM PAGE TWENTY-EIGHT) 
this his knowledge, once acquired, will serve 
in multiple phases of the communications 
work. Each improvement in a visual medium 
(a new film, for example) is apt to have ap- 
plications across a wide range of audio-visual 
processes. 

CONCLUSION 

¢ This amplification of individual effort comes 
close to the heart of the matter. By consolidat- 
ing activities which otherwise would remain 
fragmentized, the film specialist makes sure 
that efforts and events in his sector reinforce 
one another, instead of being dissipated in 
separate corners of the organization. a 


PETROLEUM SAFETY PICTURES: 
(CONTINUED FROM PAGE TWENTY-NINE) 
two Danger! films, and pictures on overall 
market expansion for the industry. 

Ethyl first started providing the petroleum 
industry with films in 1934. The first title, The 
Long Road—on the development of the auto- 
mobile engine—was also made by Audio Pro- 
ductions, Inc., and is still actually being used. 

“It still stands up as a very good film,” says 
Russell B. Weston, Ethyl advertising manager, 
who is in charge of film activity for the cor- 
poration. “If it were in color, and the cars 
weren't out of date, we'd use it even more, 
today.” 

Both Danger! Water! and Danger! Air! are 
based on Standard Oil Company (Indiana) 
publications on the same subject. Filming, un- 
der Audio producer-director Alex Gansell, 
took place at six refineries of various oil com- 
panies. Accident case histories were con- 
tributed by the Cities Service Oil Company, 
Socony Mobil Oil Company and Standard Oil 
Company (Indiana). Shell Oil Company con- 
tributed valuable film clips. 

Both films are available on free loan from 
Ethyl Corporation, or may be purchased for 
print cost. 


WANTED TO BUY FOR CASH 
16MM AND 35MM CAMERAS 
AND ACCESSORIES 
MITCHELL—BELL & HOWELL STANDARD 
AND EYEMO—ARRIFLEX—MAURER—ALSO 
LABORATORY, EDITING AND 
LIGHTING EQUIPMENT 


CAMERA EQUIPMENT CO., INC. 
315 WEST 43RD STREET 
NEW YORK 36, N.Y. 
CABLE—CINEQUIP 





EVERYTHING 


for Making and Showing 
MOTION PICTURES 


You name it—S.O.S has it! Here, under 
one roof, are all your equipment needs 
for photographing, processing, recording, 
editing, lighting, animating, testing and 
projecting motion picture films . . . and 
at Worthwhile Savings in Price! S.O.S 
has everything for the theatre, too, in- 
cluding Cinemascope lenses, wide screens, 
projectors, chairs, etc. 


* Animation Stands, Titiers * Hot Presses 

* Auricon Cameras * Motors, Camera 

* Books, Technical * Moviola Editors 

* Booms, Microphones * Projection Equipment 
* Cameras, Professional * Recorders, Film, Tape 
* Colortran Lights * Sound Cameras 

* Dollies, Cranes, Tripods * Striping Machines 

© Film Printers * Studio Lights & Spots 
* Film Cabinets * Synchronizers, Splicers 
© Film Cleaning Machines * TEL-Amatic Printer 

* Film Editing Equipment * TEL-Animastand 

* Film Lab Equipment * Tripods, Camera 

* Film Numbering Machines * Viewers, Sound Readers 
¢ Film Processors * Zoom Lenses 


Are You Acquainted With the Benefits 
of the S.0.S Industrial Leasing Plan? 


The $.0.S Leasing Plan, 
for the 


specially designed 
TV and Motion Picture industry 
makes it possible for you to obtain the latest 
film production and exhibiting equipment on 
very liberal terms. You have the same choice 
of equipment as if you were buying it. Write 
for FREE Booklet, ' ‘How Leasing Can Increase 
Your Profits.’ 


§. 0. S CINEMA SUPPLY CORP. 


Dept. H, 602 W. 52nd St, N. Y. 19—PL 7-0440 
Setaoe Branch 6331 Hollyd. Bivd., Hollyd., Calif—HO 7-2124 























SALESMEN GET IN 





STORY GETS TOLD... 
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* Theater Quality 
16mm Sound 
Projector 

* Film Safety Trips 

® Easiest to Use 

* Lowest in Cost 

* Lightest in Weight 

* 50,000 Users 
Can't Be Wrong 

* Lifetime Guarantee 
Your Salesmen's Pal 

Your customer enjoys a 

theater presentation on 

his desk. Sets up easily 

. in three minutes or 
less. You're in with your 
story — You're out 

with a sale. 


Ideal for large 
screen projec- 
tion too. 


Complete with 
screen.... $349.50 


Write for Free Catalog 


: tHe HARWALD co. ' 


1245 Chicago Ave., Evanston, Ill. ! 
Phone: Davis 8-7070 





NATIONAL DIRECTORY OF VISUAL EDUCATION DEALERS 


EASTERN STATES 


e MASSACHUSETTS e 


Cinema, Inc., 234 Clarendon 
St., Boston 16. 


e NEW JERSEY ¢ 


Association Films, Inc., Broad 
at Elm, Ridgefield, N. J. 


e NEW YORK e 


Association Films, Inc., 
Madison, New York 17. 

Buchan Pictures, 122 W. Chip- 
pewa St., Buffalo. 

Crawford, Immig and Landis, 
Inc., 480 Lexington Avenue, 
New York 17, New York. 

The Jam Handy Organization, 
1775 Broadway, New York 
19. 

S. O. S. Cinema Supply Corp., 
602 W. 52nd St., New York 
19. 

Training Films, Inc., 150 West 
54th St., New York 19. 

Visual Sciences, 599BS Suffern. 


e PENNSYLVANIA e 


Appel Visual Service, Inc., 963 
Liberty Avenue, Pittsburgh 
22. 

Audio-Visual Equipment Rent- 
al Service, International 
Film Center, Sales and Re- 
pairs, 1906 Market St., Phila- 
delphia 3, LOcust 3-7949. 

Oscar H. Hirt, Ine., 41 N. 11th 
St., Philadelphia 7, WAlnut 
83-0650. 

J. P. Lilley & Son, 928 N. 3rd 
St., Harrisburg. 

Lippincott Pictures, Inc., 4729 
Ludlow St., Philadelphia 39. 

The Jam Handy Organization, 
Pittsburgh. Phone: ZEnith 
0143. 


e¢ WEST VIRGINIA e 
B. S. Simpson, 818 Virginia St., 


W., Charleston 2, Dickens 
6-6731. 
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SOUTHERN STATES 


e FLORIDA « 


Norman Laboratories & Stu- 
dio, Arlington Suburb, P.vu. 
Box 8598, Jacksonville 11. 


e GEORGIA e 


Colonial Films, 71 Walton St., 
N. W., JA 5-5378, Atlanta. 


USE THIS DIRECTORY TO LOCATE THE BEST IN EQUIPMENT. FILMS AND PROJECTION 


e LOUISIANA e 


Stanley Projection Company, 
1117 Bolton Ave., Alexan- 
dria. 

Delta Visual Service, Inc., 815 
Poydras St., New Orleans 12. 
Phone: JA 5-9061. 


e MARYLAND e 


Stark-Films (Since 1920), 
Howard and Centre Sts., 
Baltimore 1. LE. 9-3391. 


e TENNESSEE e 


Southern Visual Films, 
Shrine Bldg., Memphis. 
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MIDWESTERN STATES 


e ILLINOIS e 


American Film Registry, 1018 
So. Wabash Ave., Chicago 5. 


Association Films, Inc., 561 
Hillgrove, LaGrange, Illinois. 


Atlas Film Corporation, 1111 
South Boulevard, Oak Park. 

The Jam Handy Organization, 
230 N. Michigan Ave., Chi- 
cago. 

Midwest Visual Equipment Co., 
3518 Devon Ave., Chicago 


45. 


e MICHIGAN e 


The Jam Handy Organization, 
2821 E. Grand Blvd., Detroit 
Zone 11. 


Capital Film Service, 224 Ab- 
bott Road, East Lansing, 
Michigan. 


e MISSOURI e 


Swank’s, Inc., 621 N. Skinker 
Blvd., St. Louis 30, Mo. 


® OHIO e 


Academy Film Service, Inc., 
2100 Payne Ave., Cleveland 
14. 


Films Unlimited Productions, 
137 Park Ave., W., Mansfield. 


LIST SERVICES HERE 


Qualified audio-visual dealers are 
listed in this Directory at $1.00 per 
line per issue on annual basis only. 


Fryan Film Service, 1810 E. 
12th St., Cleveland 14. 


Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 


The Jam Handy Organization, 
Dayton. Phone: ENterprise 
6289. 


Twyman Films, Inc., 329 Salem 
Ave., Dayton. 


M. H. Martin Company, 1118 
Lincoln Way E., Massillon. 


WESTERN STATES 


e CALIFORNIA e 


LOS ANGELES AREA 


Coast Visual Education Co., 
5620 Hollywood Bivd., Holly- 
wood 28. 

The Jam Handy Organization, 
1402 N. Ridgewood Place, 
Hollywood 28. 

Photo & Sound Company, 5525 
Sunset Blvd., Hollywood 28. 

Raike Company, Inc. A-V 
Center, 849 N. Highland 
Ave., Los Angeles 38, HO. 
4-1148. 

S. O. S. Cinema Supply Corp., 
6331 Hollywood Blvd., Holly- 
wood 28. 

Spindler & Sauppe, 2201 Bever- 
ly Blvd., Los Angeles 57. 


SAN FRANCISCO AREA 


Association Films, Inc., 799 
Stevenson St., San Francisco. 


Photo & Sound Company, 116 
Natoma St., San Francisco 5. 


Westcoast Films, 350 Battery 
St., San Francisco 11. 
e COLORADO e 


Audio-Visual Center, 28 E. 
Ninth Ave., Denver 3. 


Davis Audio Visual Company, 
2023 E. Colfax Ave., Denver 
6. 

e OREGON e 

Moore’s Motion Picture Serv- 
ice, 1201 S. W. Morrison, 
Portland 5, Oregon. 

e TEXAS e 

Association Films, Inc., 1108 
Jackson Street, Dallas 2. 

e UTAH e 


Deseret Book Company, Box 
958, Salt Lake City 10. 


New Managers at Modern Film 
Libraries in Dallas, New York 

te Modern Talking Picture Serv- 
ice has appointed new managers 
for its Dallas and New York film 
libraries. 

C. Lynn Meek is the new man- 
ager of Modern’s Dallas film li- 
brary at 1411 Slocum Street. He 
had been with Modern’s Atlanta 
film library. 

Bill T. Helton is the new man- 
ager of the New York film library 
at 21 West 60th Street. He was 
formerly manager of the Dallas 
library. a 

oS * « 

Marathon Int’l Productions New 
Name of New York Company 

*& “Marathon TV Newsreel” has 
changed its corporate name to 
Marathon International Produc- 
tions, Inc., to more accurately re- 
flect its current activities, accord- 
ing to company president Kon- 
stantin Kalser. 

Under its former name, the firm 
has been a producer of public 
information and news film for both 
U. S. and overseas industry for 
the past 12 years. Kalser said 
that under the new corporate align- 
ment, news operations would be 
handled by Newsfilm, Inc., an 
affiliated company. Pa 


* * * 


Videart Marks Tenth Year 
With an Expansion Program 
& Videart, Inc., New York art, 
animation and effects firm, is now 
marking its tenth year in business 
with expansion plans well under 
way for 1961. In January, Videart 
will install a new animation stand 
which will incorporate many prac- 
tical features to better serve the 
company’s film producer clients. 
Currently being assembled by 
Animation Equipment Corpora- 
tion, the new Oxberry stand will 
have such features as five-speed 
operation, high-speed rewind, in- 
terchangeable 16mm to 35mm 
operation with both single and bi- 
pack magazines, automatic dis- 
solver from eight frames to eight 
feet, 16mm and 35mm _ follow 
focus, variable speed automatic 
zoom and other innovations. & 
* * * 


Miss Maxine Haleff Heads Film 
Research Dept., Kayfetz Prods. 
*& Victor Kayfetz Productions, 
Inc., of New York City, has re- 
cently formed a Film Research 
department, under the direction 
of Miss Maxine Haleff. The de- 
partment is currently conducting 
extensive research on several of 
the company’s motion picture 
projects in coordination with pro- 
duction planning. ba 





in the east... it’s 


MOVIELAB 


for 

















lac 
ite 


pOviEt®: 








MOVIELAB FILM LABORATORIES 
MOVIELAB BUILDING, 619 W. 54th ST 
NEW YORK 19, N.Y. JUDSON 6-0360 
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¥e developing color negatives ¢ additive color printing ¢ reduction printing in uding A&B ecolo 
slide film processing e blo wups internegative Kodachrome sene-to-scene color balanced 


printing « Ektachrome developing and printing ¢ registration printing plus pine black and 


white facilities including lines rooms, storage rooms s and the finest screening facilities in the east. 
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To Show the Picture BIG 
Where Millions See It Best 


Thanks to the new technology of wide-screen and stereo sound, millions are going to 
the bigger, better “movies” of their choice. The nation’s theaters are enjoying a new 
kind of box-office prosperity. 


Theater managers welcome sponsored short subjects of genuine human interest of 


the quality which The Jam Handy Organization provides to thousands of theaters in 
communities throughout the nation. 


To get up-to-date information on the opportunity for Theatrical or Non-theatrical 
Distribution of your business story interestingly presented, ask the help of 


*Produced and/or distributed Je JAM HANDY Ongansgaliow 


by The Jam Handy Organization 


Presentation: Motion Pictures Slidefilms Training Assistance 


NEW YORK 19 HOLLYWOOD 28 DETROIT 11 PITTSBURGH ° DAYTON ° CHICAGO 1 
JUdson 2-4060 HOllywood 3-2321 TRinity 5-2450 ZEnith 0143 ENterprise 6289 STate 2-6757 




















